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ABSTRACT 
 
CHRISTINE CLARK PERRY: Website management: A course of study for strategic 
communication students 
(Under the direction of Lois Boynton, Ph.D.) 
 
Strategic communicators are increasingly called upon to evaluate, maintain, and 
improve websites. Yet, journalism and mass communication schools are not adequately 
preparing students to assume the role of website manager. This thesis presents evidence 
of the need for a website management course and offers a solution for professional 
graduate and upper-level undergraduate students studying public relations, advertising, or 
marketing.
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CHAPTER I 
Introduction 
 
When corporations, nonprofit organizations, government agencies, and private 
businesses create websites, the purpose is generally to communicate a message to a 
specific audience or group of audiences. When strategic communication practitioners 
craft messages, their goal is to provide information that will effect a change in attitude or 
behavior, such as encouraging a voter to select a specific candidate or enticing a 
consumer to purchase a product. Because strategic communicators are knowledgeable 
and experienced in targeting audiences, developing strategies, writing messages, and 
managing relationships, it seems natural that strategic communication practitioners would 
be the most likely candidates for managing corporate websites. For several reasons, 
however, that is often not the case.  
First, research shows that many strategic communicators are unprepared for the 
task (Hill & White, 2000). Often coming from print and broadcast backgrounds, many 
mid-career practitioners still see the Internet as a foreign and scary place. Information 
technology experts sometimes compound the situation by using vocabulary unique to the 
industry, making the Internet seem all the more foreign. Young practitioners might have 
more Internet experience and confidence, but without technical knowledge of the ever-
changing landscape of Web development languages, software, hardware, and best 
practices, they, too, will be unprepared to apply their campaign management skills to the 
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ongoing management of a website. Another reason that websites are often not managed 
by strategic communicators has to do with the history of the World Wide Web’s 
development and the history of website development in each organization (e.g., Mahler & 
Regan, 2007). 
Despite the history of website development and the limited capacity of many 
strategic communicators to manage sites, organization leaders are increasingly placing 
website management in the hands of public relations or marketing departments.1 The 
“2007 G.A.P. V Study” from the Strategic Communication and Public Relations Center 
ranked external websites fifth among functions for which strategic communicators have 
primary budgetary responsibility – higher than community relations, corporate reputation, 
and 16 other communication functions (Swerling, J., et al, n.d.). The Council of Public 
Relation Firms, in its “Q4 2009 Quick Survey” (2010), found that 82% of respondents 
anticipate online media to be the highest growth area in the public relations industry in 
2010. 
When executives delegate website management to strategic communicators, they 
view their online presence as a communication tool that may help achieve organizational 
goals, and they likely understand the importance of content audits, a customer-driven 
marketing strategy, message development, relationship management, and evaluation – 
tactics best provided by professional communication practitioners. Although many 
                                                 
 
 
 
1 Personal communication and an observation of trends in my working environment have led me to this 
conclusion. For example, at the University of North Carolina at Chapel Hill in recent years, I have observed 
several schools and units either create new communication positions or expand existing positions to handle 
website management (e.g., School of Public Health, Chris Perry, 2005; Lineberger Comprehensive Cancer 
Center, Mary Ruth Helms, 2007; UNC University Relations, Scott Jared, 2008; School of Nursing, 
Whitney Howell, 2009.)  
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strategic communicators may welcome this responsibility, they will not be able to 
achieve organizational goals if they have not received a strong education in the planning, 
development, management, and technological aspects of corporate websites. 
In addition, communication and planning skills alone are not enough for website 
management success. Messages must be more than carefully crafted; they must also be 
presented in a readable, usable, easy-to-navigate format to reach the audience, or the 
content will have little or no value (Kelleher, 2007). For example, if images are slow to 
load or content difficult to find, a message could easily be lost. Today’s practitioners 
need to be well versed in visual communication, usability, information structure, and 
basic programming concepts. Knowing these topics will not only help them understand 
both the process and product, but it will improve their relationships and communication 
with programmers, designers, and other information technology specialists. Technical 
knowledge allows communicators to ask the right questions and provide quality 
assurance oversight. 
To prepare future professionals with the new media skills that they will need in 
the current employment marketplace, I propose to develop a college-level course in 
website management for strategic communication students. The target audience for the 
course will be professional graduate students and upper-level undergraduates who have 
completed introductory courses in public relations, advertising, or marketing.  
Such a course would be beneficial to the journalism and mass communication 
industries for several reasons. First, struggles to control the decision-making aspect of 
websites might be abated if communication practitioners, information technology 
professionals, and upper management alike had confidence in the abilities of 
 4 
communicators to manage websites. Second, the quality and performance of websites 
could improve if the next generation of practitioners learned website management from a 
strategic communications perspective. Third, due to the rapid growth and changing 
paradigm of the World Wide Web, course materials that were prepared in the past decade 
– or even in the past few years – would not accurately reflect today’s reality. The 
Commission on Public Relations Education (2006) recommends that students learn to use 
current technology and how to adapt to rapid technology advancements. “The use of 
communication technology is ubiquitous in contemporary public relations practice, and 
often there’s no choice but to adopt the newest communication technology” (p. 31). 
Further, college courses to teach strategic communicators about website management 
have been limited in both scope and size, or in many places, not even attempted.   
To build a case for this project, the literature was reviewed in five main areas. The 
first section, which includes a quick historical review of the World Wide Web and its 
adoption by strategic communicators, provides background information. Second, a 
discussion of the challenges faced by strategic communicators establishes the need for 
practitioners to become better prepared for website management if they are to maintain 
control of the content, messages, and dialogic communication between an organization 
and its publics. Third, content analyses of websites illustrate the shortcomings of many 
public relations websites. Fourth, literature about public relations pedagogy reinforces the 
need for students to receive training in the management of websites. Finally, a look at 
teaching methods and materials, particularly those used in website design courses, sets 
the stage for the development of a professional graduate and upper-level undergraduate 
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course in website management for public relations, advertising, marketing, and other 
strategic communication students.
  
 
 
 
CHAPTER II 
Literature Review 
Historical Perspective 
Beginning with the Massachusetts Institute of Technology’s pioneering work in 
the 1950s to use computers for processing radar messages, and continuing through the 
development of the Internet and the World Wide Web, engineers and computer scientists 
have controlled and advanced the development of digital communication technologies.  
Even after ARPAnet – the forerunner to the Internet – was connected in 1969, the 
“intergalactic network” envisioned by Licklider in 1963 (p. 1) was a “restricted club of 
scientists, engineers and administrators” for 20 years (Cringely, Gau, & Segaller, 1998).  
Use of the Internet as a device for businesses and organizations to communicate 
with customers and other publics did not emerge until the mid-1990s, after a series of 
events occurred, including: 1) Computer programmer Tim Berners-Lee developed a text-
only browser in 1991, naming it the World Wide Web; 2) Computer science students in 
Illinois followed with the first graphical browser, making information displays more 
interesting and visually appealing; 3) U.S. law was amended to allow individuals and 
groups Internet access; and 4) Internet service providers, helping users connect more 
easily to the Internet, quickly grew in popularity. It wasn’t long before most businesses 
and organizations either had a website or wanted to create one (Cringely, Gau, & Segaller, 
1998).  
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Creating a website, however, required technical knowledge to build pages and 
publish content. Some strategic communicators embraced the new technology, but most 
organizations relied heavily on computer programmers and other information technology 
experts to lead the way (Wilcox, 2009). As company executives and organization leaders 
found themselves engaged in the dot-com race, many websites were launched with 
minimal, if any, input from the organizations’ communication experts. Other individuals, 
such as administrative assistants, program coordinators, and faculty members moved 
forward on their own to create websites, unwilling to wait for communicators or 
administrators to accept and adopt the new communication tool (e.g., Nancy Colvin, 
personal communication, 2006; Vic Schoenbach, personal communication, 2006). 
In the past 20 years, the World Wide Web has grown explosively (Wilcox, 2009), 
going through major transformations from a research-sharing instrument to a commerce 
location to an information and communication vehicle to a social environment. The tools 
to develop and use the Internet also have changed with a speed previously unseen in 
modern civilization. Support industries create new Web browsers, computer monitors, 
and editing software almost annually. Web developers continuously improve mark-up 
language standards to bring increased logic and consistency to the appearance of websites 
on a variety of browsers and browser settings. Usability experts conduct research and 
translate it quickly to best practices for Web developers and managers to follow. It has 
not been easy for strategic communicators to stay current.  
Recent conversations with communicators at the University of North Carolina at 
Chapel Hill, with seniors majoring in journalism and media studies at Bennett College for 
Women, and with students in Duke University Continuing Studies courses confirm that 
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many remain unprepared to manage websites, and many sites remain under the control of 
information technology professionals. Although programmers might be skilled at the 
craft of website development or design, most are not trained in mass-communication 
techniques, nor are they informed about the organization’s leadership decisions, 
communications strategy, or branding discussions.   
On the other hand, strategic communicators are better equipped to look at the big 
picture, consider target audiences, set goals, and develop meaningful messages for 
websites. They can use websites to “keep stakeholders up-to-date, provide information to 
the media, gather information about publics, strengthen corporate identity” (Hill & White, 
2000, p. 31), and perform other public relations functions, “using the sound public 
relations principles developed over many years in other contexts” (Ryan, 1999, p. 31). 
Communicator Challenges 
In the past decade, strategic communication practitioners in corporate settings, 
nonprofit organizations, governmental agencies, and private businesses have embraced 
the World Wide Web as a valued communication tool. White and Raman (1999), 
pioneers in the study of websites as public relations tools, called the Web the first 
controlled, public relations mass medium because the Web allows messages to transfer 
from sender to receiver without the interference of reporters, copy editors, and other 
gatekeepers. Before the Web, practitioners could only send controlled messages to small 
audiences via newsletters, annual reports, and other printed documents, or they could 
purchase mass-media advertising time or space.   
Media and trade-organization communications about the World Wide Web in the 
mid-1990s propelled many organizations to develop an Internet presence, but the rapid 
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growth of the Web and the possibilities and problems that came with it caused both 
delight and frustrations for practitioners. White and Raman (1999) discovered that many 
organizations rushed quickly to get online, and the usual efforts to determine target 
audiences and goals were often excluded from the process. They defined website decision 
makers as managers who plan content and format websites, but they also discovered that 
in practice, decision makers were often communication technicians, “concerned with 
producing the communication rather than looking at the strategic implications” (p. 417). 
Inadequate resources to approve posted content, concern about maintaining positive 
relationships with colleagues in other departments, and limited time to build the site to 
the highest standards of the practitioner contributed to many practitioners’ sense of no 
control of the site (Hill and White, 2000). Ryan’s (2003) study confirmed the issues: lack 
of resources, educating others about the traits of a quality site and insufficient time for 
website development and maintenance. Once published, websites often became a low 
priority as strategic communicators juggled more traditional, deadline-driven tasks (Hill 
& White, 2000). Despite the fact that their organizations and supervisors also gave 
website maintenance and development a low priority, practitioners believed websites 
could enhance their public relations strategies and thus, kept site maintenance on their 
communication plans. 
On the other hand, Ryan’s (2003) survey with practitioners found that more than 
90% of the respondents thought their public relations goals were supported by their 
organizations’ websites. He claimed that those surveyed were “intimately involved in 
their organization web sites” (p. 344), but Ryan also found that one of the biggest 
problems for practitioners was a lack of technical training and difficulty in keeping up 
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with the exploding changes in Web hardware and software. Ayish’s (2005) study 
confirmed the problem and noted that the practitioners he talked with were not directly 
involved in website construction and maintenance, leaving the collection of information 
and publishing to information technology staff. “When it comes to online 
communications, they [practitioners] do not seem to have a big say in controlling the 
flow of information to the public” (p. 387).  
Practitioners were further challenged by the need to balance quick information 
dissemination with quality control of content (Hill & White, 2000). One solution to allow 
for quick dissemination of information is a decentralized system of content management, 
whereby a large number of editors have access privileges for posting content. But 
fragmented and decentralized posting of content caused more worries – perhaps even 
embarrassment – that organization’s websites did not show organizations in the best light. 
The practitioners surveyed by Hill and White understood that content must be balanced 
across organization programs, prioritized, and above all, controlled to shape the 
organization’s image and increase the site’s effectiveness, especially for sites with 
multiple sources of content.  
In a study of state government website publishers, Eschenfelder (2004) found a 
wide variance in the ways that agencies updated and enhanced website content:  
The percentage of work time Web staff could devote to content varied by what 
other job responsibilities the individual staffers held and how their supervisors 
directed them to allocate their work time. . . . Programs with more resources 
tended to have more Web authors and authors more fully devoted to Web content, 
while other programs had few authors or authors that spent only a small 
percentage of their work time on Web content. . . . The agencies also varied in 
terms of the number of publishers on hand to publish content. (p. 472-473) 
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Mahler and Regan (2007) found a similar trend with federal website management. 
They discovered that the majority of the federal agencies in their study developed their 
first websites in a disaggregated fashion without a unified look, purpose, or content. 
Different actors had different goals and ideas for the sites – or there was no direction at 
all – and soon front-line professionals were in conflict with top-level administrators, and 
information technology professionals were in conflict with public relations practitioners. 
In one federal agency, the information technology department controlled the website 
entirely, while in another, control had been shifting from solely the information 
technology department to half public affairs. Mahler and Regan further suggested that 
although message and content control can theoretically be centralized within one office, 
the dynamic nature of the Web, the ability and demand to post information quickly, and 
the quantity of minute information on websites contradict centralized decision making.  
In addition, an institutional perspective, such as the history of technology 
development in an organization, can often predict a struggle over the control of Web 
communications (Mahler & Regan, 2007). Other departments – marketing, advertising, 
customer service, or information technology, for example – with more resources or more 
perceived value can be a threat to public relations practitioners’ control of website 
content. They, too, might view their success as dependent, in part, upon the 
organization’s website and may try to assume control – or already control – the site (Hill 
& White, 1999).  
In contrast, Ryan’s (2003) study did not find control issues or conflict. 
“Encroachment and lack of moral support are not issues for most practitioners surveyed 
here. Respondents do not perceive that they get little encouragement from their 
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organizations, have too much or too little organizational direction, or are threatened by 
encroachment from marketing or information technology specialists” (p. 344). 
Mahler and Regan’s (2007) results differed: 
The stakes are high, so it should not be surprising that there are struggles over 
control. … Nor should it be surprising that institutional factors, including the 
organizational hierarchy and the power structure that evolved over time among IT 
actors, would shape the actions of those concerned with Web content. The sense 
of mission, the values, and the routines that emerge from the history and culture 
of the agency, all influence these Web content decisions and structures. . . . We 
see also the clear imprint of agency history as content management shifts from IT 
staff. (p. 519) 
Content Performance 
Variables to measure the quality or strategic communication performance of 
organization websites have not been standardized in the literature, but numerous 
researchers have studied the phenomenon, and nearly all have found websites to be 
lacking in two-way communication, press-room utilization, and the public relations 
strategies of impression management, image management, and message-framing, all 
critical components of maintaining “mutually beneficial relationships between an 
organization and the publics on whom its success or failure depends” (Cutlip, Center, & 
Broom, 1994, p. 2).  
Two-way communication on websites captured the most attention of researchers. 
Esrock and Leichty (1999) conducted one of the earliest studies, coding website home 
pages of corporations for audiences targeted, social responsibility content, navigation aids, 
and feedback mechanisms. Notably, website elements key to building dialogic 
communication with publics, such as e-mail links and navigation and feedback tools, 
were not prominently featured on the home pages of nearly 25% of the corporate sites 
studied. Nearly a decade later, Connolly-Ahern and Broadway (2007) found similar 
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results in their study of Fortune 500 websites. Although 96% of the sites in their study 
listed an e-mail address for customer feedback, only 75% of the sites had an active link to 
a customer support feature, and less than 25% of the sites offered a customer survey.  
Some researchers used not-for-profit websites for their study samples. Kent and 
Taylor (1998), who proposed five principles to determine successful use of dialogic 
public relations on websites – the dialogic loop, the usefulness of information, the 
generation of return visits, the intuitiveness/ease of the interface, and the rule of 
conservation of visitors – later teamed with White to create a quantitative coding 
instrument based on their theory. Using their instrument to code environmental 
organization websites (Taylor, Kent, & White, 2001) and modifying it two years later to 
study activist and watchdog groups (Kent, Taylor, & White, 2003), the researchers 
determined that most organizations were not utilizing dialogic communication on their 
websites. Subsequently, their instrument was modified by Reber and Kim (2006) to 
evaluate activist organization websites and by McAllister and Taylor (2007) to evaluate 
community college websites. Both studies revealed results similar to the earlier studies of 
Taylor, Kent, and White – dialogic features were either under-utilized or nonexistent for 
both organization members and journalists.   
Other researchers developed their own protocols, but the ideal of two-way 
communication tools on websites still did not meet researcher expectations. Using their 
own tool based on usability, message framing, and other performance indicators, Kang 
and Norton conducted two studies to evaluate the public relations function of nonprofit 
websites (2004) and college and university websites (2006). In both studies, the selected 
sites scored high on usability variables but were lacking in relational communication and 
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interactive elements. In the sample of nonprofit websites examined by Kenix (2007), 
variables for a deliberative public sphere (e.g., chat rooms, e-mail lists, or newsgroups), 
opportunities for activism (e.g., volunteer information, events calendars, and online 
petitions), and contact information were either nonexistent or very minimal. Kenix 
concluded, “These findings suggest that non-profit organizations have a long way to go in 
developing the Internet as a deliberative, interconnected, accountable tool for non-profit 
organizations” (p. 87). 
Online press rooms, where resources for journalists are centralized on websites, 
could be useful for building media relations, but these also are not well utilized. Callison 
(2003) found that not only did less than 40% of corporate websites have clearly labeled 
online press rooms, but the content was sorely insufficient; i.e., nearly 20% of the rooms 
offered just one or two resources. Three years after Callison, Alfonso and Miguel (2006) 
found that while more than 90% of international corporate sites had press rooms, many 
were content deficient, disorganized, or out of date, and while 86% of the sites provided 
contact information, nearly 70% of the e-mail or form-generated queries by the 
researchers went unanswered. Less than one-third of the activist organization sites in 
Reber and Kim’s study (2006) had press rooms. 
Impression management, image management, and message-framing strategies do 
not fare much better. Exemplification (appearing virtuous) and ingratiation (appearing 
likeable) strategies were present on only 75% and 64% (respectively) of the corporate 
sites reviewed by Connolly-Ahern and Broadway (2007). Brunner and Boyer (2008) 
discovered that historically black colleges and universities do not adequately manage 
their images on website home pages. Less than one-fourth of the activist websites studied 
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by Zoch, Collins, Sisco, and Supa (2008) used the message-framing devices identified by 
Gamson and Modigliani (1989) – catchphrases, exemplars, metaphors, or visual images – 
“to significantly increase the persuasiveness of their messages” (p. 356). Only depictions, 
in the form of descriptions and statistics, were commonly used. 
Although Coombs (1998) identified the Internet as a “potential equalizer” (p. 289) 
because it is relatively easy for nearly anyone to publish a website, the previously 
mentioned studies illustrate that many sites fail to reach their full potential. Kang and 
Norton (2006) suggest that technology difficulties may be part of the reason 
organizations “are not fully embracing the strength of their Web sites” (p. 428). Further, 
quality and performance issues need to be considered from the very beginning of a 
project, and important steps basic to established management principles should not be 
skipped (Falk, Sockel, & Chen, 2005). “Despite the opportunity for anyone to post a web 
page, one should not underestimate the amount of training, knowledge, and experience 
necessary to truly manage all of the components involved in web design” (Paul, 2001, p. 
748). 
The Need for a Website Management Pedagogy 
As illustrated in the previous sections, a systemic contradiction exists in the 
management of websites that are used as strategic communication tools. On the one hand, 
research (Hill & White, 2000) has shown that many practitioners are “ill-equipped” 
(Gower & Cho, 2001, p. 82) to manage Internet public relations or are not in control of 
the content of their organization’s website (Ayish, 2005; Hill & White, 2000; Mahler & 
Regan, 2007; White & Raman, 1999). Simultaneously, most websites are not utilized to 
their full advantage to meet organizational goals. On the other hand, the public relations 
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profession is evolving, and practitioners must develop a high level of comfort with 
communications technologies to remain in control of organizational strategic 
communications (Christ, 2005). The Commission on Public Relations Education (2006) 
concurs. “Public relations practitioners must be the managers of how their organizations 
strategically use communication technology to affect public relationships” (p. 31). 
Meanwhile, the demand for and popularity of public relations courses continues to 
increase (Hon, Fitzpatrick, & Hall, 2004; Turk, 1999). A survey of students conducted by 
Gower and Reber (2006), however, revealed that about one-third of the students did not 
feel prepared to work with new technologies or electronic communication. Universities 
must provide the next generation of practitioners the opportunity to learn and develop the 
management and critical thinking skills they will need to navigate the new and constantly 
changing technology environment. The literature supports this view and reveals a 
compelling case for a website management course that includes conceptual knowledge 
and skill building in research and evaluation, strategic planning, decision-making, 
relationship management, design, information architecture, usability, and Web publishing. 
In the 1980s, before the prominence of the Internet and the World Wide Web, 
researchers developed a case for the importance of teaching management skills in public 
relations curricula. Gitter (1981) suggested training in management counseling. 
Wakefield and Cottone (1987), acknowledging that public relations programs must 
prepare students for the needs of the field, surveyed public relations employers to 
determine which knowledge and skill areas were most relevant to communication 
employers. Customer/client relations and decision-making/problem-solving were ranked 
the highest – very important – by employers in both PR firms and organizations. Turk 
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(1989) conducted a similar survey of public relations practitioners with similar results. 
Her survey respondents ranked planning/organizing, problem-solving/decision-making, 
and goal setting as the top three skills that should be taught to public relations students. 
Baskin (1989) stated that new practitioners lacked understanding of “the managerial, 
organization and environmental context in which their skills must be productively 
applied” (p. 32), and Grunig (1989) argued that neither his two-way asymmetrical model 
nor two-way symmetrical model could be successfully implemented without professional 
managers as practitioners. 
Research about the needs of practitioners led to research about academic 
programs. After reviewing degree programs and finding wide variations in how public 
relations management was taught, Kinnick and Cameron (1994) recommended 
management courses in public relations sequences that included budgeting, scheduling, 
and program monitoring to avoid management encroachment by colleagues outside of 
public relations. They warn, “Practitioners without management skills … are likely to 
find themselves managed by someone from a non-public relations background, and as a 
direct result of these restraints, will be excluded from the dominant coalition of 
organizational leaders” (p. 77). Van Leuven (1999), writing for the team assigned in 1998 
to develop a model curriculum for public relations majors, listed public relations 
management as one of the four recommended core competencies. The team decided 
students should graduate with the following management skills: “proficiency in strategic 
planning, understanding research findings and their implications for program design, 
relationship building principles, management styles, team building, interpersonal and 
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leadership skills, business protocols, professional etiquette and financial management 
skills” (p. 83) – all skills that should be a natural part of the website management process. 
Van Leuven (1999) listed visual and interactive communication – knowledge of 
design and layout principles, computer skills, software proficiency, and message design – 
as another new competency, a suggestion popular with many academics. When asked 
about the importance of technology in a journalism and mass communication program, 
92% of AEJMC members surveyed said students should graduate with Web publishing 
skills (Voakes, Beam, & Ogan, 2003). After a review of literature about the non-narrative 
style of hypertext theory, Huesca (2000) concluded that online journalists must know 
design principles and be “more intimately concerned with the design of their work” (p. 7). 
The Commission on Public Relations Education report in 1999 endorsed this line of 
thought, listing technology, visual communication, desktop and Internet publishing, new 
media messaging, and advanced programming as recommended areas to be covered in 
public relations curricula.  
Other authors took a slightly different approach. While valuing the knowledge 
that can be obtained from learning technology, visual communications, and design, some 
acknowledged that students need to learn more about building a website than simply 
creating and publishing pages (Kovacs & Rowell, 2001). Turnley (2005), arguing that 
although students “need to get their hands dirty with all aspects of the Web composing 
process” (p. 133) in order to understand and evaluate website technologies, hardware and 
software should not drive the learning process at the exclusion of contextual, cultural, and 
rhetorical concepts. Gower and Cho (2001) also argued that students must learn 
communications technology to take full advantage of the Internet, but added that teaching 
 19 
critical and strategic thinking about Internet communication – including the application 
of traditional public relations process to website management – is also astute. “Students 
should be exposed to the different Internet tools and technologies, and be able to assess 
their capabilities and limitations, so that they can use all media to their clients’ 
advantage” (p. 91). Learning the underlying principles of communication technologies, 
gaining perspectives that can drive design decisions, and preparing students for continued 
ambiguity in the field were other valued learning objectives (Dennis, et al., 2003; Royal, 
2005). 
This trend was confirmed in the Commission on Public Relations Education’s 
2006 report: 
Students must not only understand current technology and its use, but must 
develop skills that will enable them to adapt to rapid changes and advancements. 
It is insufficient to train students to use current technology; they also must be able 
to identify and analyze new technologies as they emerge, understand the 
ramifications and implications and develop strategies for using the latest 
technologies and dealing with their effects. (p. 44) 
Teaching Methods and Materials 
A review of the literature reveals several teaching methods and materials that 
would be suitable for use in a website management course. Four authors describe in detail 
the project-based learning assignments used to teach Web design and development at 
their respective universities, while others focus on specific methods, such as case studies 
and service learning, or broader concepts, such as constructivist strategies and techniques 
for teaching creativity. Another group of authors offer specific content ideas that might 
be incorporated into a website management course syllabus. 
Royal (2005) explored the integration of skills, judgment, and perspectives in a 
Web publishing course via a case study of a Web publishing course she taught at the 
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University of Texas at Austin2. Concerned that many Web design curricula were not 
focusing on critical and intellectual approaches, Royal redesigned the course to include 1) 
the integration of HTML with Web publishing software and other multimedia software, 2) 
modules designed to help students make website judgment calls about items such as site 
credibility and format, and 3) lessons placing emphasis on perspectives such as history, 
cyberlaw, the digital divide, and e-commerce. She wrote: 
The goal is for students to emerge with a broad and integrated skill set, analytical 
and critical skills, as well as a strong perspective on issues around new media…. 
(p. 406) 
… teaching without a focus on integration, judgment, and perspective in the new 
media environment will ultimately fail students who suddenly find their skills 
outdated, outmoded, or out of sync with the real world. (p. 412) 
Other authors who detailed website design assignments were Kovacs and Rowell 
(2001) and Planken and Kreps (2006). Kovacs and Rowell use a project-based approach 
to teach the website development life cycle of analysis, design, implementation, and 
maintenance in their course at Indiana University of Pennsylvania. Students in their 
course work together to build one website that contains the work of the entire class. 
Beginning with mission statements, objectives, and smaller work groups, the students 
select the topic, gather content, develop and publish their pages, and evaluate their efforts 
under the realistic constraints of group dynamics and a demanding time schedule. 
Planken and Kreps (2006) describe the website assignment they require in their second-
year English for specific business purposes course at Nijmegen University’s Department 
                                                 
 
 
 
2 Royal now teaches her course at Texas State University where she is an assistant professor. Her syllabus 
is referenced in the Research Results chapter of this paper. 
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of Business Communication Studies in the Netherlands. There, students learn best 
practices for writing, usability, and navigation; conduct audience and competitor website 
analyses; and then create a promotional website in small groups of two or three students. 
Turnley (2005) outlined a different project-based learning approach – a redesign 
project that focuses on the rhetorical context and effectiveness of website content and 
navigation. “Redesign projects have rich pedagogical potential because they ask students 
to map existing relationships and imagine alternative ways for articulating them,” she 
contends (p. 132). Emphasizing process as much as product, Turnley places students in 
collaborative teams and highlights the importance of planning and research. Student 
deliverables include a proposal describing site audience and purpose, site maps, and 
HTML templates. Turnley’s redesign project has great potential for emulating the real 
world where websites are ubiquitous, starting from scratch is nearly extinct, and 
redesigns are frequent and common occurrences. 
In addition to articles about project-based learning, articles about using the case 
method in media management education (Hoag, Brickley, & Cawley, 2001) and service 
learning in mass communication courses (Panici & Lasky, 2002) suggest methodologies 
that could be incorporated into – but not become the primary methodology of – the 
website management course I propose. For example, to stimulate critical thinking and 
problem solving using mini-case studies from the real world, students will be asked to 
write e-mails to “colleagues” to offer solutions to website problems such as inadequate 
search results or browser inconsistencies. Analysis, synthesis, and evaluation, as acquired 
through the case method, are “the skills that managers use everyday (sic) to develop 
alternatives and allocate scarce resources to achieve organizational goals” (p. 52). Service 
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learning will be employed when students embark on a real website redesign project with 
an academic department, nonprofit organization, or small local business. While the 
course would not be officially designated as a service-learning course at the outset, the 
three benefits of service learning defined by Panici and Lasky would be achieved at some 
level: 1) Students would explore the unfamiliar and apply their knowledge; 2) They 
would experience the real world, build their portfolios, and improve their skills; and 3) 
Their work in the community would strengthen academic/community relationships. 
Constructivist strategies endorse and build upon the case study and service 
learning approaches. As students work together with their peers and community members 
to redesign an existing website, they would actively construct some of their knowledge. 
They would have ownership of a collaborative and authentic project – key elements of a 
constructive environment (Chen, et al., 2001). In an environment of frequent 
technological change, students who become self-directed learners will be “better prepared 
for the lifetime of learning that the real world requires from thoughtful communicators” 
(p. 41).  
Coleman and Colbert (2001) put it another way. They stated that the proliferation 
of websites “requires designers to think creatively to solve design dilemmas that are still 
being discovered, and to do it with tremendous limitations imposed by browsers, monitor 
sizes and other constraints unique to cyberspace” (p. 4). Theorizing that creative design 
and problem solving skills give students a competitive edge in the work environment, the 
authors propose several strategies to foster creative thinking in students, including 
cultivating creativity awareness, practicing brainstorming, incorporating choice, 
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encouraging independence and risk taking, and providing praise and support, all 
strategies that could be easily incorporated into a website management course. 
In addition to literature about teaching methods, an abundance of literature exists 
to support or enhance the course content of a website management course for strategic 
communicators. Topics are as diverse as Internet trends for public relations (Christ, 2005), 
user experience and customer loyalty (Falk, Sockel, & Chen, 2005), two-way 
communication on the Web (Bailey, 2007), corporate impression management strategies 
(Connolly-Ahern & Broadway, 2007), online press rooms (Reber & Kim, 2006), and 
crisis response techniques on the Web (Taylor & Kent, 2006). Huesca (2000) provides a 
meaningful summary of hypertext theory and application, and Arney (2006) and 
McGovern (2004) suggest website evaluation methods that include, but extend beyond, 
usability testing. Further, literature that could serve as reading and/or discussion 
assignments for students are identified in Appendix A. 
  
 
 
 
CHAPTER III 
Research Question and Method 
Research Question 
RQ1: What would constitute the ideal syllabus for a professional graduate and 
upper-level undergraduate course in website management for public relations, advertising, 
marketing, and other strategic communication students? 
Filling a Pedagogical Gap 
The website management course that I developed for strategic communication 
students at the professional graduate or upper-level undergraduate level is unique and fills 
a learning gap described in the previous literature review and in the forthcoming research 
results chapter. Taking the viewpoint of the public relations practitioner or marketing 
communicator, my course applies traditional public relations and marketing processes to 
the development and maintenance of websites. It blends craft with theory, balances skills 
with concepts, and prepares students to be not just communication technicians, but also 
communication managers.  
The course content includes research and evaluation, goal setting, relationship 
management, audience targeting, usability, strategic content decision-making, navigation 
planning, information architecture, basic graphic design, software options, programming, 
search engine optimization, usability testing, use metrics, and content governance 
policies. It is offered as a one-stop course for students who have full schedules and 
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limited opportunities to take each of these subjects as independent courses. Furthermore, 
the skills developed will help future strategic communication practitioners understand the 
process and product, communicate with information technology specialists, and become 
effective “process managers” (Lynch & Horton, 2008). They will have the potential to 
become stronger advocates for their target audiences, trusted counselors to upper-level 
managers, and diplomatic liaisons with the many other parties involved in a website 
project. 
Method 
Course descriptions. To develop a website management course, several methods 
were employed. First, I conducted an environmental scan to see what types of courses 
were available at the time in the national market. Using the list of 113 programs in 
journalism and mass communication at colleges and universities across the United States 
that are accredited by the Accrediting Council on Education in Journalism and Mass 
Communications (ACEJMC, 2010, Appendix B) as my purposive and inclusive sample, I 
visited the website of each accredited program. When links to the programs on the 
Accrediting Council’s website were broken, I went to the main website for the university 
or college in question and used navigation links to find the appropriate school or 
department.  
On each website, the first part of my analysis involved reviewing the available 
sequences, concentrations, and areas of study to screen out colleges, schools, and 
departments that did not have a public relations, advertising, marketing, or strategic 
communication sequence. Twenty-two of the academic programs did not, leaving me 
with a sample size of 91 programs. In addition to common sequence names such as 
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advertising and public relations, shown in Table 1, a variety of other concentrations were 
listed on school or department websites, including public communication, computer-
mediated communication, corporate communication, and new media producer (Appendix 
C). 
Several programs offered Internet journalism, but if the program was about 
generating and producing news only, such as at the University of Maryland, I eliminated 
the program from my sample. When an Internet journalism sequence sat alongside a 
strategic communication sequence at the same school, however, I included the Internet 
journalism sequence on my results list, trusting that a website development course at that 
school might be used to teach both journalism and strategic communication students. 
Because most of the programs offered more than one sequence, Table 1 shows a total of 
160 sequences in the 91 programs. 
 
Table 1 
Strategic Communication Sequences Offered by ACEJMC-Accredited Colleges and 
Universities 
Sequence, concentration, or area of study Number of programs 
Advertising 56 
Public relations 64 
Advertising/public relations 7 
Strategic communication 10 
Other marketing or strategy sequences 12 
Other new media or Internet journalism sequences 11 
None 22 
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The second part of my analysis involved finding and reading the course 
descriptions for each of the 91 programs in my sample. When course descriptions were 
not available on the school or department website, I was able to find them, in all but two 
cases, in the online undergraduate and graduate bulletins at the college or university-level 
website. At the University of North Carolina at Chapel Hill, I took a closer look at the 
courses about websites and the Internet, expanding my search to include courses offered 
by the School of Information and Library Science (Appendix D).  
Syllabi analysis. My next step was to collect syllabi for courses that had 
similarities to the course I am developing. I sent an e-mail, via my advisor, to the 
membership of the Association for Education in Journalism and Mass Communication 
(AEJMC) Public Relations Division, requesting copies of syllabi that I might review. I 
sent the same e-mail to the AEJMC Communication Technology Division via the 
division’s listserv manager. I also downloaded several syllabi from school or department 
websites, and I sent private e-mails to six instructors or professors with interesting course 
descriptions.  
I received four replies with a syllabus attached and one reply indicating that the 
listed course, Web Studio at American University, had not been taught for a few years. 
Despite an inquiry, I did not receive a syllabus for Introduction to Web Design (PR 333) 
at West Virginia University, one of the courses that seemed relevant to my study based 
on the course description. Twenty-three syllabi were collected in all, eight of them from 
UNC-Chapel Hill. Three examples are shown in Appendix E. 
Textbook analysis. I began my textbook analysis by reviewing the textbooks and 
resources used in the collected syllabi. To complete my environmental scan, I conducted 
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an online textbook search for texts about website management. First, I conducted a 
systematic review of textbook descriptions listed on the websites of prominent publishers 
Addison Wesley, Allyn and Bacon, Erlbaum, Harcourt Brace, Jossey-Bass, McGraw-Hill, 
Prentice Hall, Sage, and Wadsworth (list pulled from Boynton & Imfeld, 2004). Next, I 
searched for books at the popular websites google.com, amazon.com, and 
barnesandnoble.com. I was able to view the table of contents online for many of these 
books, and the entire book for others.  
My online textbook search revealed a number of textbooks that might be useful in 
a website planning, development, or management course (Appendix F). Six books, 
however, looked most promising: 1) Collaborative Web Development: Strategies and 
Best Practices for Web Teams; 2) Developing Effective Websites: A Project Manager's 
Guide; 3) Real Web Project Management: Case Studies and Best Practices from the 
Trenches; 4) Web Project Management: Delivering Successful Commercial Web Sites; 5) 
Web ReDesign 2.0: Workflow that Works; and 6) Web Style Guide: Basic Design 
Principles for Creating Web Sites. Web Style Guide is available online in its entirety, free 
and accessible for anyone. The other five books about website management were either 
ordered from the publisher or purchased for inspection and comparative purposes. 
Throughout these methods, especially during my review of course descriptions for 
website development courses offered at accredited programs and my examination of 
sample syllabi from some of the courses, the case for the development of a website 
management course was strengthened. Further, the sample syllabi and my in-depth 
analysis of potential textbooks provided me with additional building blocks for 
developing a website management course.
  
 
 
 
CHAPTER IV 
Research Results 
Course Descriptions 
Reading the course descriptions for each of the 91 programs in my sample 
revealed that more than one-third (n=34) of the 91 programs in my sample did not have 
any courses about the Internet or World Wide Web at all. Thus, my sample was further 
reduced to 57 programs. In the remaining 57 programs, the 125 courses that focus on the 
Internet or World Wide Web (Appendix C) were divided into five categories, based on an 
assessment of the course’s primary learning objectives as determined by reading the 
course description (Table 2).  
• Conceptual – Courses that focus on general concepts or theory with limited 
practical experience. 
• Design – Courses that focus on website development and design and do not focus 
exclusively on news media websites. 
• Internet – Courses that focus on the Internet as a whole, not just websites. Courses 
with content about using the Internet strategically are included. 
• Journalism – Courses that are geared primarily toward news (print or broadcast) 
students, even if they might also be conceptual, design-related, or Internet-related. 
• Multimedia – Courses that focus on storytelling using multimedia such as video, 
photography, Flash animation, and similar communication technologies. 
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Table 2.  
Types of Internet or Web Courses Offered by ACEJMC-Accredited Colleges and 
Universities 
Course type Number of courses 
Conceptual 13 
Design 26 
Internet 20 
Journalism 40 
Multimedia 26 
 
Three of the courses in the Design category seemed the most similar to my 
intended offering: Web Studio (COMM 352/652), suggested as a skills course for public 
communication students at American University; Mass Media Website Management I 
(JOUR 4500/6500) suggested for public relations students at the University of Memphis; 
and Introduction to Web Design (PR 333) at West Virginia University. Other titles that 
seemed promising, from the Internet category, include Internet Advertising and 
Promotional Communication, Public Relations in the Age of New Media, Interactive 
Advertising, Digital Public Relations, Strategic PR in a Digital Environment, and 
Advertising, Public Relations and the Internet. Virginia Commonwealth University had 
the most extensive offering of website development and management courses, covering 
several important topics in-depth, but the topics were spread out among the several 
courses, requiring a student to enroll in multiple courses to get the full website 
management big picture (Appendix C). 
The University of North Carolina at Chapel Hill offers three genres of courses 
that focus primarily on craft, skill, and technology: visual communications, technology, 
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and perspectives courses. Visual communication and multimedia courses, offered by the 
School of Journalism and Mass Communication, focus on visual communication, visual 
design, and multimedia projects. Visual Communication and Web Design, available 
primarily to students in the school’s technology and communication certificate program, 
covers art history, elements and principles of design, icons, and interfaces. A track of 
several multimedia design courses are also offered at the school. In these classes, students 
are taught multimedia and news storytelling using Adobe products, Web publishing skills, 
and usability concepts. The second genre of courses, technology, is taught in the School 
of Information and Library Science. Focusing on information tools, database 
development, interface design, and Web development, these courses are in-depth, highly 
technical, and difficult to get into if a student is not majoring in the information and 
library science program. The third genre, comprising perspectives courses, is offered in 
both of the aforementioned professional schools. Courses in this group cover topics such 
as the Internet, computing concepts, global impacts, social and legal issues, human-
computer interaction, user perspectives, and future initiatives. In addition to courses that 
fit into one of the three genres described above, the School of Journalism and Mass 
Communication offers a Web writing course, a Web research course, and a journalism 
management course. None of these courses, however, focus on the strategic 
communication angle of researching, planning, developing, evaluating, and managing 
websites that are used for public relations or marketing purposes (Appendix D). 
This review of courses at accredited schools nationwide and at the University of 
North Carolina at Chapel Hill further demonstrates the pedagogical gap that exists for 
strategic communication students who would benefit from a website management course. 
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Syllabi Analysis 
My next step was to analyze the syllabi I collected for courses with similarities to 
my intended course. This analysis also demonstrated a pedagogical gap. Of the 23 syllabi 
collected, none of the courses cover the same breadth of material that I suggest belongs in 
a website management course for strategic communication students. Several of the 
courses, however, contain modules and lessons that could become a part of a website 
management course. For example, professor Augie Grant’s Online and Interactive 
Advertising course at the University of South Carolina covers website design, writing 
copy, creating graphics, Web traffic analysis, and search engine optimization (Appendix 
E). He suggests www.websitemagazine.com as a resource for his students, and his 
reading list includes all 12 chapters of Web Style Guide, by Patrick J. Lynch and Sarah 
Horton, a book that is available online for free in its entirety. Other instructors also 
included portions of Web Style Guide in their required reading lists.  
Professor Jin Yang’s syllabus for Mass Media Website Management I, a course 
suggested for public relations students at the University of Memphis, covers website 
development and design quite thoroughly with topics about interfaces, color, linking, type, 
tables, navigation, CSS, and optimization. Other than optimization, however, his course 
is limited in covering strategic and management issues. Professor Serena Fenton’s course 
at UNC-Chapel Hill, Visual Communication and Web Design, also covers design, 
usability, page layout, and information architecture, but the strategic and management 
aspects of building a site and generating meaningful content are not included. Only two 
of the syllabi collected list strategic planning as a course objective, but these two are 
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more focused on Internet advertising in general. None mention project or process 
management. 
Looking at teaching methods in the syllabi, I found additional qualitative data of 
interest. A common assignment for students is the creation of small (3-15 pages) websites. 
A few courses use blog design as a teaching tool, and several rely solely on website 
critiques. For constructing websites without a blogging tool, some instructors teach hand 
coding only – hypertext markup language (HTML) and cascading style sheets (CSS). 
Adobe Dreamweaver is taught in another course. One professor, Cindy Royal at Texas 
State University, uses a novel approach to incorporate both HTML and Dreamweaver in 
the assignments; students first create a small site with HTML, and then later redesign the 
same site using Dreamweaver3. Surprisingly, one course requires students to learn 
Microsoft Front Page, a website development software program that was discontinued in 
2006 and replaced by Microsoft Expressions4. Although none of the collected syllabi 
indicate the teaching of website content management systems, such as Joomla, Drupal, or 
Plone, students teaching and taking multimedia courses at UNC’s School of Journalism 
and Mass Communication have told me that Joomla has been added to UNC’s 
multimedia course syllabi in the past year (Bart Wojdynski, personal communication, 
2010; Andrea Goetschius, personal communication, 2010; Lesley Smith, personal 
communication, 2010). 
                                                 
 
 
 
3 Royal’s method was discussed previously in the literature review section titled Teaching Methods and 
Materials. 
 
4 Retrieved from http://office.microsoft.com/en-us/frontpage/FX100743231033.aspx?ofcresset=1 on March 
17, 2010. 
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Textbook Analysis 
When reviewing the textbooks and resources used in the syllabi collected for this 
study, I found that nearly all of the faculty from whom I collected syllabi use the Internet 
widely as a source for reading assignments and resources. In fact, four of the syllabi 
clearly indicate that all of the reading material would come from the Web. Online 
resources often used include the online book Web Style Guide, useit.com, and 
usability.gov. Other books used by instructors and professors are primarily about 
advertising, multimedia, coding lanquages, or software use, and are not particularly 
useful as primary texts for my course. 
 After reviewing the revised, 3rd edition of Web Style Guide (2008), however, I 
discovered that the book has been greatly expanded since the 2001 2nd edition. The new 
edition has much more content about the website planning process and better illustrations. 
Although the book synopsis (Appendix F) focuses mostly on design, the book, in reality, 
offers a description of navigation and file structures that is unsurpassed, complete with 
easy-to-understand diagrams. This book will definitely be used in my course. 
Of the other five books that I reviewed for this project, three were nearly 
immediately excluded as possibilities. Collaborative Web Development (Burdman, 1999), 
despite having a suitable title, a focus on relationships, and a clear four-phase process 
(strategy, design, production, testing) revealed its age and failed on page one when the 
author wrote, “Also, you might not be calling all the shots: You might be working with 
marketers and strategists as the Web becomes the advertising space of the future” (p. 1). 
This statement foreshadowed a theme throughout the book – that strategic 
communicators were secondary (almost an afterthought) to the Web development process, 
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a concept in conflict with the purpose of my course. The book also shows its age when 
Burdman declares that there are no Web production standards, an area that will be 
heavily focused on in my course. On the plus side, Burdman uses terminology that would 
be useful for communication practitioners to know, including scope, deliverables, 
change-order, assets, iterations, end-user, development site, and quality assurance. The 
book also has a nice chapter about clients and insightful sections about corporate politics 
and sitewide branding. 
Real Web Project Management (Shelford & Remillard, 2003) and Developing 
Effective Websites (Strauss & Hogan, 2001) were the other two easily dismissed books. 
Although both books were eliminated from the pool because they don’t adequately cover 
the strategic part of developing or managing a website, each book has redeeming 
characteristics. Shelford and Remillard demonstrate a remarkable understanding of the 
project manager’s role when they write, “The Web project manager is considered a 
generalist with just enough knowledge of every discipline used on a Web project to be 
conversant with the people performing the work and the person paying for it” (p. 4). They 
describe the task as “leading a disparate band of talented, well-paid, and sometimes 
cranky experts” (p. 7) and add, “Before you can communicate complex business, 
technical, and design ideas or processes, you have to be able to understand them” (p. 36). 
Topics in their book worthy of mention include communication best practices, issue logs, 
change requests, risk assessment plans, planning meetings, and GANTT charts. 
Developing Effective Websites (Strauss & Hogan, 2001) has an especially strong chapter 
on Web technology and hardware that skillfully illustrates the science of networking in 
an easy-to-understand way. 
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The remaining two books that I reviewed, Web Project Management (Friedlein, 
2001) and Web ReDesign 2.0 (Goto & Cotler, 2005) were equally in the running until a 
search for their online companion sites revealed that the links in the Friedlein book are no 
longer active. This is unfortunate because Friedlein’s book, despite its age, contains 
timeless information. In fact he acknowledges this in the book’s preface, when he 
explains that his eight-step method “is intended to be applicable to any Web project…. 
This should mean that the method will remain a valuable reference for you even when 
Internet technologies have advanced well beyond current status” (p. xvii). He focuses on 
relationship management and communication, with a detailed chapter on the discovery 
process, including a long list of questions to help define the commercial, creative, 
technical, and content requirements for a website. He also illustrates the evolutionary and 
ongoing nature of website management with his “virtuous” development spiral, in which 
each new Web project builds upon the testing and evaluation of the previous project.   
As might be expected because of its more-recent 2005 copyright date, Web 
ReDesign 2.0 (Goto & Cotler, 2005) is the clear choice as a text to supplement Web Style 
Guide. Breaking down the workflow process into five phases – 1) define the project, 2) 
develop site structure, 3) design visual interface, 4) build and integrate, and 5) launch and 
beyond – this book covers most of the tasks important to website management. The first 
phase, especially, is well conceived and appropriate material for strategic communicators. 
Divided into three conceptual areas of discovery, clarification, and planning, the chapter 
covers client surveys, audiences, goals, situation analyses, requirements, creative briefs, 
project planning, budgeting, scheduling, and team building. In addition to the five 
workflow chapters, the book features three additional chapters that cover, in more depth, 
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the critical, audience-focused topics of usability testing, site requirements and 
specifications, and situation analyses. A Web site containing documents and materials 
mentioned in the book further extends the books usefulness. 
Three minor flaws were found with this book. First, the title is somewhat 
misleading. While the mention of 2.0 in the title alludes to website redesign projects, the 
term 2.0 is more commonly used in today’s society to define the social networking 
functionalities of the Internet. Second, user testing in the form of user surveys and focus 
groups is not included in the chapter about the discovery process. Third, search engine 
optimization is not considered until the fifth and final launch phase, far too late in the 
development process to have the most impact. Search engine optimization is best 
considered in the project definition, site structure, and interface design phases, when 
early decisions can affect future returns.  
Despite the book’s minor flaws, it offers an excellent overview and detailed 
descriptions of website development best practices. Further, because websites are 
typically always in a state of change and Web technologies change about every six 
months (Shelford & Remillard, 2003), it would be remiss to teach a website management 
course for strategic communicators without covering the critical redesign process.   
The remainder of books listed in Appendix F can be divided into categories: 
books to be used as resources, book of interest for future research, a sampling of other 
strategic communication books, and a sampling of other design and HTML books. Some 
topics, such as visual design, HTML programming, and search engine optimization have 
so many books written about them that I selected only a representative few for my list.
  
 
 
 
CHAPTER V 
A Pilot Course 
 
The results obtained from the previously discussed course description search, 
syllabi analysis, and textbook analysis provided a strong foundation for the next phase of 
this project: a four-week, pilot website management course for upper-level undergraduate 
students. Using some of the teaching methods and resources identified, I developed a 10-
hour mini-course for seniors at Bennett College for Women in Greensboro, North 
Carolina (Appendix G). Modeling the course after a 10-hour course I teach for Duke 
University’s nonprofit management certificate program, this new version included 
reading assignments, homework, and assessments, which are not part of the course 
offered at Duke. The material was divided into four, 2.5-hour lessons, structured around 
the main activities of a Web development project: communicating, designing, 
programming, and evaluating. 
The first lesson, Communicating, included strategic planning; content, navigation, 
and file-structure planning; website development steps; Web writing; and usability and 
design requirements. The second lesson, Designing, covered visual design, design 
elements, design principles, page layout, color, and image preparation. On the third week, 
called Programming, the students learned about technology tools, website programming 
layers, XHTML, and search engine optimization. The final week, Evaluating, completed 
the website development cycle with lessons about content testing, usability testing, 
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accessibility, tracking website usage, content management, and maintaining and 
improving a website. 
The primary assignment during the four-week period was a small, six-page 
website project. Because the students did not have individual server space, we used 
t35.com as our Web host. There, students could set up and see their file structure, practice 
uploading images, and create pages with XHTML. Although most websites today are 
created with a content management system (e.g., WordPress, Joomla, Plone) or Web 
publishing software (Adobe Dreamweaver), understanding XHTML and file structures 
are necessary ingredients to understanding hypertext and many other Web development 
concepts and to being able to communicate with website programmers, a significant 
learning objective for strategic communication students. In-class activities and homework 
leading up to the final project included reading chapters in Web Style Guide, setting goals, 
participating in a card-sorting exercise5, drawing site and file-structure diagrams, 
discussing usability guidelines, viewing design samples, sketching, exploring colors, 
preparing photographs, and learning XHTML.  
Most of the teaching methods utilized during the pilot mini-course were 
successful, although lectures about strategic planning, research, testing, evaluating, and 
maintenance were met with a lukewarm reception from some of the students. Considering 
the inherently dull nature of lectures compared to other methods, the fact that most of the 
students in the course were news journalism students with little interest in strategy or 
                                                 
 
 
 
5 Card sorting is an audience-participation activity in which real website users sort and organize website 
content, temporarily written on index cards, in a way that makes sense to them. Card sorting helps to ensure 
a logical navigation structure and meaningful menu labels. See www.usability.gov/methods. 
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promotion, and that many of them expressed an eagerness to get started with design and 
programming or to quickly finish the course after completing their project, the lectures 
were satisfactory. With more time allotted for each topic in a semester-long course, 
alternate and more meaningful methods could be utilized. For example, real focus-group 
research or surveys might be part of the planning process, and usability testing could be 
demonstrated and experienced directly by the students. 
Teaching methods that worked well included the card-sorting activity, sketching, 
exploring colors, preparing photographs, and learning XHTML – all active learning 
methods. Online resources such as Web Style Guide (Lynch & Horton, 2008), Research-
Based Web Design & Usability Guidelines (U.S. Department of Health and Human 
Services & U.S. General Services Administration, 2006), Color Scheme Generator 
(wellstyled.com), and Google Analytics (analytics.google.com), were useful and 
instructional. The XHTML tutorial offered online at w3schools.com was the best 
XHTML tutorial I have tried. The students loved the instant feedback, and it provides a 
self-learning location that will reduce the amount of time needed in class to cover 
communication technician skills. These activities and resources will all be included in the 
website management course syllabus. 
One lesson and subsequent homework assignment that was weak and confusing to 
the students was about site diagrams and file structures. Only a few students understood 
the concepts well enough to successfully complete the homework. Because this task is an 
essential part of content and navigation planning and thus, strategy, this lesson will need 
to be lengthened with more examples and in-class exercises to illustrate and reinforce the 
concepts.  
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The rubric used to evaluate the final project also needs improvement. It listed the 
requirements for students to receive a C on the project, and then offered suggestions for 
students to increase their grade to a B or A (Appendix H). This approach was to allow 
students some choice and flexibility, but instead, the anxiety it caused was not worth the 
gain. The students, focused on grades, wanted clear instructions about how much work 
they had to complete to receive an A. Next time, I would revise the rubric to still allow 
choice, but also to be more specific about the point value for each website 
component/option. For example, I might indicate that a three-by-four table is worth 10 
points, while an additional external link is worth only one point.   
A third problem was the limited amount of time for the course. Some of the 
planned topics were rushed or even eliminated in order to stay on track. On the negative 
side, this was partially caused by technology problems in the classroom; on the positive 
side, the students were energetic and asked many good questions, which reduced what 
could be covered, but in an active, constructivist way. The entire course was too short and 
several important topics – project management, relationship management, audience 
targeting and segmentation, customer research, strategic content decision-making, 
software options, content governance policies, and other strategies – did not even make it 
into the outline. 
  
 
 
 
CHAPTER VI 
Project: The Course of Study 
 
This chapter discusses the learning objectives and syllabus elements essential for 
a meaningful full-semester course in website management for juniors, seniors, and 
graduate-level strategic communication students. The course builds upon my earlier 
research – literature about teaching methods and materials, course descriptions and 
syllabi collected from universities and professors, and website management textbooks – 
and incorporates my own knowledge and experience gained from strategically managing 
a large academic website, studying website topics at the University of North Carolina at 
Chapel Hill, and teaching undergraduates and adult learners website management in other 
settings.  
As discussed in Chapter III, the target audience for this course is professional 
graduate or upper-level undergraduate students who have taken introductory courses in 
public relations, advertising, or marketing. Because the course applies traditional public 
relations and marketing processes to the development and maintenance of websites and 
because of the depth and breadth of the course’s content, students will need to be familiar 
with the strategic planning process before the first day of class. A typical student taking 
the class might be planning a career in the public relations, advertising, or marketing 
departments of large corporations, small businesses, nonprofit organizations, government 
agencies, schools, or advertising and public relations firms. In their future professions, 
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these students will likely be involved in developing website content at the least or 
managing the entire site at most. The course is structured so that beginners with no 
website experience will not be overwhelmed, while students with Web authoring, design, 
or programming experience will still be challenged.  
Focusing on the strategic communication goals of websites, the course content 
includes research and evaluation, goal setting, relationship management, audience 
targeting, usability, content decision-making, navigation planning, information 
architecture, basic graphic design, software options, programming, search engine 
optimization, usability testing, use metrics, and content governance policies. Intended as 
a one-stop course for students who have full schedules and limited opportunities to take 
each of these subjects independently, the course blends craft with theory, balances skills 
with concepts, and prepares students to be not just communication technicians, but also 
communication managers. 
Further, because the course will focus on strategy, planning, and management, 
software will not drive the learning process. The students will instead be exposed to a 
variety of website-building tools and technologies, from basic XHTML coding in a text 
editor (Notepad) to out-of-the-box software (Dreamweaver), server-side content 
management systems (WordPress), and programmable content management systems 
(Joomla, Drupal, and Plone). The intent is for the students to learn to assess the 
capabilities and limitations of each software option, analyze new technologies as they 
emerge, and strategically choose among the options based on the unique characteristics of 
each website they or their clients manage. 
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Throughout the course, these future strategic communication practitioners will 
acquire the knowledge and skills to: 
• Strategically maintain, manage, and improve a working website 
• Plan and implement a website development or redesign project  
• Become advocates for both website users and the dominant coalition 
• Work cohesively and communicate easily with website vendors, designers, 
and programmers 
• Understand basic programming, software, and hardware well enough to 
communicate constraints and opportunities to all stakeholders 
• Plan navigation, make wireframes, list requirements, and understand 
design elements 
• Compile, organize and write strategic Web content 
• Ensure usability through information architecture and design best practices 
• Evaluate and ensure website quality using best practices for oversight, 
usability and testing 
Another main focus of the course, gleaned from Turnley (2005) and different 
from any other course I surveyed, is website redesign. This approach makes more sense 
than original website design because the World Wide Web is no longer in its infancy. 
Most organizations already have websites, and it becomes the communicator’s role to 
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evaluate, maintain, and improve upon what is already in existence.6 This focus was 
further supported by my discovery of the main course textbook, Web ReDesign 2.0: 
Workflow That Works (Goto & Cotler, 2005), which also happened to be the most-
relevant and up-to-date book that included website market research and strategy. To be 
effective, websites should be in a constant state of flux, making website maintenance and 
website redesign nearly synonymous. Lessons learned during website redesign projects 
can be easily applied to website maintenance. 
Unlike Turnley (2005), however, who used real websites but not real clients, I 
have developed a course in which students will apply the course content in a real setting. 
The major project that the students will undertake during the course of the semester will 
be a redesign of a small, 10- to 30-page website. Working in small project teams, they 
will begin early in the semester with a client meeting and culminate with a newly 
redesigned website for the client. The software used for the assignment will vary and be 
dependent on each client’s technological capabilities, budget, and maintenance plan. 
When teaching the course, I would prescreen a selection of clients for student choice, or 
students may find a site on their own, with my approval. Potential sites are small 
departments at the university or small businesses and nonprofit organizations in the local 
community. With relationship management a key component of website management, the 
students will gain practical experience developing relationships with their client, target 
audiences, and project team members. Reading and writing assignments throughout the 
                                                 
 
 
 
6 The UNC public health school’s website of now nearly 10,000 pages, which demands the majority of my 
working hours, has been visually and navigationally redesigned three times in a four-year period. One of 
the redesigns also involved a transition to a content management system and new servers.  
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semester will support and engage the students as they work through the steps of a 
redesign project. Assignments that will guide students toward the final project include a 
content inventory, environmental scan, market research, project plan, site map, 
wireframes, requirements document, style guide, testing results, and a maintenance plan. 
This approach would likely qualify the course as one that satisfies the experiential 
education requirement for undergraduate students at the University of North Carolina at 
Chapel Hill7 or similar experience-based learning requirements at other colleges and 
universities. 
Although the final project in the course will be a website redesign for a client, 
students will also create a six-page original website during the first half of the semester 
by hand coding pages with XHTML. The goal of this assignment is not for the students to 
apply creative design, meaningful content, or multimedia storytelling to website 
development, but to experience website programming and to develop an understanding of 
site architecture. Although some students may never again write code, either because it 
will not be part of their job or because they will use a Web content management system, 
understanding XHTML and file structure helps remove the mystery of website 
technology and builds a strong foundation for understanding how the Web works. Being 
able to “read” code and make small code edits also can be quite useful, even in content 
management systems such as Joomla, WordPress, and social media sites. Further, 
                                                 
 
 
 
7 Courses that meet the experiential education requirement at UNC-Chapel Hill have substantial fieldwork 
components: at least 30 hours of fieldwork that integrates a wide range of course material during which 
students will “investigate original problems and apply methods used by professionals in the discipline.” 
Retrieved April 23, 2010, from http://www.unc.edu/depts/uc/eeresources.html.  
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because website usability, content absorption, and the customer experience are so 
dependent on navigation, it is critical that future practitioners grasp, practice, and retain 
site architecture concepts.  
In addition to the final redesign project, the assignments that support it, and the 
smaller original site project, two additional student activities will be graded. One will be 
a two-page paper summarizing one of the articles mentioned at the end of Chapter II, 
listed in Appendix A, or chosen by the student. This assignment will give students an 
opportunity to study one area of interest – such as social media integration, multiple 
audiences, accessibility, crisis management, or aesthetics – more deeply and to share 
information learned with the rest of the class. The second graded student activity involves 
students writing an impromptu, in-class response to an e-mail from a pretend colleague 
about a topic from course readings, lectures, or discussions. During this exercise, students 
will analyze the issue, synthesize what they’ve learned, and explain or defend a solution 
in layman’s terms to their “colleague.”8  
Rounding out the course will be reading assignments from Web ReDesign (Goto 
& Cotler, 2005) and the Web Style Guide (Lynch & Horton, 2008), a mid-term exam, and 
in-class learning activities such as lectures, discussions, brainstorming, website critiquing, 
card sorting, sketching, tutorials, and student presentations. Appendix I details a teacher 
outline with intended teaching methods and resources. Figure 1, this chapter, is the course 
                                                 
 
 
 
8 This method of applying knowledge stems from my real-world work environment, where I spend a 
significant number of hours per month answering e-mails in which I have been asked to identify, explain, 
or defend a website solution or decision. Professor Shelly Rodgers from the University of Missouri School 
of Journalism details a similar teaching method in her syllabus (Appendix E) and aptly named it “Critical 
Thinking Exercises,” a name I will modify for my syllabus. 
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syllabus. Although UNC’s 2011 spring calendar was used as a model, the syllabus may 
be adapted to any semester at any university or college. The syllabus also could be 
adapted for online instruction.
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Figure 1 
Website Management Course Syllabus 
JOMC 4XX: WEBSITE PLANNING AND MANAGEMENT FOR STRATEGIC 
COMMUNICATORS 
Thursdays, 4:30-7:20 p.m., Room 59, Carroll Hall 
 
Instructor:   Ms. Christine Perry 
Telephone:   919-966-4555  
E-mail:   chris.perry@unc.edu 
Office hours:  Monday – Friday, noon to 1 p.m. or any time by e-mail 
 
COURSE OVERVIEW 
If you plan to work one day in public relations, advertising, or marketing for a large 
corporation, small business, or not-for-profit organization, it is highly unlikely that you 
will not becoming intimately involved with the management, maintenance, redesign, or 
development of your organization’s website. Even account managers and media buyers at 
advertising and PR firms cannot escape the ubiquitous nature of the World Wide Web.  
 
This course is designed to be a one-stop course that will help you better understand the 
steps for developing, maintaining or improving a website. We will study research and 
evaluation, goal setting, relationship management, audience targeting, usability, 
accessibility, strategic content decision-making, navigation planning, information 
architecture, basic graphic design, software options, programming, search engine 
optimization, quality assurance, use metrics, and content governance policies. You will 
develop skills that will help you understand the process and product, communicate with 
information technology specialists, and become an effective process manager. 
Prerequisite: JOMC 137. 
 
LEARNING OBJECTIVES  
Students will obtain the knowledge and critical thinking skills to: 
 
• Strategically maintain, manage, and improve a working website 
• Plan and implement a website development or redesign project  
• Become advocates for both website users and the dominant coalition 
• Work cohesively and communicate easily with website vendors, designers, and 
programmers 
• Understand basic programming, software, and hardware well enough to 
communicate constraints and opportunities to all stakeholders 
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• Plan navigation, make wireframes, list requirements, and understand design 
elements 
• Compile, organize and write strategic Web content 
• Ensure usability through information architecture and design best practices 
• Evaluate and ensure website quality using best practices for oversight, usability 
and testing 
 
TEXTBOOK AND OTHER REQUIREMENTS 
• Web ReDesign 2.0: Workflow That Works (2005) by Goto and Cotler 
• Web Style Guide, 3rd edition (2008) by Lynch and Horton 
• The Associated Press Stylebook (2008 or later edition) 
• Online resources as assigned (check Blackboard) 
 
COURSE STRUCTURE  
Although this class meets formally only once per week, we will cover the same amount 
of material as if we met three times a week for 50 minutes. In other words, you should 
spend about 6-9 hours per week – in addition to class time – with reading, weekly 
assignments, and your final project (more on that later). Class meetings will include 
lecture, discussion, and in-class exercises to reinforce the topics presented. Homework 
and reading assignments will be heavier during the first half of the semester, tapering 
down in the final weeks when you will be completing your final project. It will be 
necessary for you to work hard and stay on top of your reading assignments from the very 
beginning if you want to do well in this course. 
 
ATTENDANCE  
Attendance is required. You are expected to attend every class, to arrive on time, and to 
offer insights during class discussion. Documented medical absences or family 
emergencies will be excused. If an emergency arises and you cannot attend class or must 
be late, please e-mail me in advance. If it is impossible to do this beforehand, please 
contact me sometime during the following day. If you know ahead of time that you will 
have an excused absence, you must notify me one week in advance and turn your 
assignments in to me before your absence. If you are absent from class for any reason, it 
is your responsibility to obtain assignments and read the discussions that took place on 
the day you missed.  
 
READINGS  
Class discussions and assignments will be based on the reading material assigned for 
each week. Pace yourself throughout the week, and let me know immediately if you find 
a Web link (to an assignment) that does not work. Don’t wait until Thursday to tell me 
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you could not find a resource. In a strategic communication office, problems must be 
identified early to avoid a costly bottleneck or mistake. Get comfortable with speaking up. 
 
ASSIGNMENTS 
All assignments must be printed and handed in at the beginning of class on the date in 
which they are due. Papers must be typed, double spaced and free of mechanical errors 
(spelling, grammar, punctuation, and word usage). Additional grade requirements will be 
distributed with each assignment.  
 
Late assignments will not be accepted without prior discussion or a documented absence. 
If you are having problems with an assignment you must talk to me before it is due and 
we will decide upon a course of action. Nothing is negotiable after a deadline has passed.  
 
It is your responsibility to be sure I have received each assignment and to maintain copies 
of your assignments until they are graded. Best practice would be to save copies of all 
work until the end of the semester.  
 
I will do my best to grade your assignments in a timely fashion and to adhere to this 
syllabus. I also reserve the right to modify the syllabus as needed throughout the semester 
to provide you with a course that will best meet your future needs. 
 
CRITICAL-THINKING E-MAIL RESPONSES (CTEs) 
Occasionally during class time and without notice, I may ask you to reply to a pretend 
colleague’s e-mail about a topic from the readings, lectures, or our discussions. These 
exercises will require you to analyze the issue, synthesize what you’ve learned, and 
explain a solution in layman’s terms.  
 
EXAM AND PROJECTS 
There will be one exam at midterm for this course. There also will be a small project due 
the week before midterms and a final project due at the end of the semester in place of a 
final exam. Details about the projects will be provided early in the semester. 
 
NEED HELP?  
If you have a documented learning disability, please contact me at the beginning of the 
semester. Also, please don’t hesitate or feel shy about asking for clarification on any 
topic. There is no such thing as a stupid question! Together, we share the responsibility to 
be sure you understand the material.  
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ACADEMIC INTEGRITY  
In this course you are expected to do your own work and follow the UNC Honor Code.  
  
GRADING 
I am committed to giving grades that are fair and appropriate. Your final grade will be an 
average of the grades you earn throughout the semester. Doing extra work to improve a 
final grade is not an option. Therefore, do not expect to receive extra credit opportunities 
later in the semester. If you wish to earn a good grade, work hard from the beginning 
of the semester. 
 
Assignments and CTEs 60% of your grade 
Mid-term exam  20% of your grade 
Final project   20% of your grade 
 
90 - 100 = A  
80 - 89 = B 
70 - 79 = C 
60 - 69 = D  
 
COURSE SCHEDULE AND UNITS OF STUDY 
WEEK 
 
TOPICS READING AND ASSIGNMENTS DUE 
Jan. 13 Syllabus 
Get acquainted 
Project management 
Relationship management 
Collaborators and stakeholders 
Publics and audiences 
Hardware and networking 
Software options and 
characteristics 
 
 
Jan. 20 Website development steps 
Project lifecycle 
Strategic and project planning 
Usability 
Accessibility 
Beginning XHTML 
 
Read Web Style Guide, chapters 1 and 2. 
Read ReDesign, chapters 1 and 2. 
Assignment: Rank your website project 
preferences. 
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WEEK 
 
TOPICS READING AND ASSIGNMENTS DUE 
Jan. 27 Creating a strategic development 
plan for a website 
Situation and SWOT analyses 
Target audiences 
Site purpose and goals/objectives 
Brand definition 
Market research 
Content inventory 
Environmental scan  
Scheduling and budgeting 
 
Complete the basic HTML tutorials at 
W3schools.com. 
Read the first page of each chapter and 
skim all of the guidelines at 
http://www.usability.gov/guidelines.  
Read selections9 from useit.com. 
Read ReDesign, chapter 3. 
Assignment: Make a list of usability 
guidelines that you don’t understand. 
 
Feb. 3 Writing for the Web 
Content planning 
Information architecture 
Navigation planning 
File structure 
Site map preparation 
 
Schedule first meeting with your client. 
Read Web Style Guide, chapters 3, 4, and 
5. 
Read ReDesign, chapters 4 and 10. 
 
Feb. 10 Search engine optimization 
Visual design 
Content requirements 
Page layout 
Grids and wireframes 
Programming layers 
Stylesheets 
 
Meet with client. 
Conduct a content inventory of your 
redesign project site. 
Conduct an environmental scan of 
collaborators and/or competitor websites. 
Assignment: Write a report with the 
results of your content inventory and 
environmental scan. Include a third 
section in your report that describes how 
you will conduct market research, listing 
actual survey questions and/or informal 
focus-group plans.   
 
                                                 
 
 
 
9 Because Web content on some sites changes rapidly and  new research continues to emerge about best 
practices, online reading assignments selected today could very well be old in as little as six months. Online 
reading assignments for this course will be selected and given to students at the beginning of each semester.  
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WEEK 
 
TOPICS READING AND ASSIGNMENTS DUE 
Feb. 17 Creativity awareness 
Design limitations 
Color 
Design requirements 
Selecting images 
Image preparation 
 
Complete the basic CSS tutorials at 
W3schools.com. 
Read Web Style Guide, chapters 6, 7, 8, 
9, and 11. 
Read ReDesign, chapter 5. 
Conduct market research for client 
project. 
Assignment: Project strategic plan, 
including market research results 
 
Feb. 24 Navigation planning and file 
structure review 
Review for midterm exam 
 
Read ReDesign, chapter 6. 
Assignments:  
Website mini-project (Appendix H) of 
six pages with XHTML/CSS coding and 
appropriate file structure  
Bring list of desired content to class on 
index cards. 
 
March 3 Midterm exam 
Optional lab hours 
 
Study for midterm exam. 
Assignment: Site map, menu labels, on-
page content, and file structure for 
redesign project 
 
March 10 Spring break 
 
 
March 17 Image maps 
Document preparation 
Audio, video, and Flash 
Mobile devices 
Search tools 
Social media integration 
 
Read Web Style Guide, chapter 12. 
Read ReDesign, chapter 9. 
Get site map and menu labels approved 
by client. 
Assignment: Sketches and wireframes 
 
March 24 Style guidelines 
Models and templates 
Training and documentation 
Quality assurance 
 
Read ReDesign, chapter 7. 
Get wireframes approved by client. 
Assignment: Requirements document 
(content, design, and functional) 
 
March 31 
 
Testing and validation 
 
Read ReDesign, chapter 8 
Get requirements document and design 
approved by client. 
Begin to implement redesign for client. 
Assignment: Style guides for 
programmer and client 
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WEEK 
 
TOPICS READING AND ASSIGNMENTS DUE 
April 7 Maintenance 
Metrics 
Revisions 
Governance 
Feedback and support 
 
Continue redesign for client. 
Assignment: Literature review paper, if 
you have not already completed it 
 
April 14 Informal research paper reports 
Catch-up or special interest day 
 
Test redesigned website. 
Assignments:  
Report of testing results – content, 
usability, heuristics, validation 
Maintenance plan and documentation for 
client 
 
April 21 Student presentations 
 
Assignment: Prepare a presentation and 
report about the site you redesigned with 
your community partner and project 
team. 
 
 
 
 
 
  
 
 
 
CHAPTER VII 
Conclusion 
 
This project, developing a course of study for strategic communication students 
about website management, began developing in my mind several years ago when I 
became the Web content manager for a 12,000-page website that had been somewhat 
neglected for nearly five years. Although there were limited, if any, content or style 
standards in place, dozens of trained and untrained individuals contributed content to the 
site on a daily basis. It had grown into an uncontrolled behemoth, like a home with a 
thousand additions assembled by a hundred subcontractors using adhesive bandages for 
nails. My position was newly created, the site had recently received a top-level-only 
facelift, and the communication professionals and information technology professionals 
were at odds with each other when the entire group plunged into the vortex of a major 
redesign project.  
Unfortunately, this scenario is not all that uncommon, as documented in my 
literature review. As the World Wide Web grows and increasing numbers of strategic 
communicators are rightfully brought into the inner circles of website management, it is 
time for a website management course just for them. As students prepare to work one day 
in public relations, advertising, or marketing, it is highly unlikely that they will not 
become intimately involved with the management, maintenance, redesign, or 
development of their organization’s website. Even account managers and media buyers at 
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advertising and PR firms will not be able to escape the ubiquitous nature of the World 
Wide Web.  
To begin my project, I reviewed the literature, determined the types of courses 
offered nationwide, and analyzed course syllabi and textbooks to support the need and 
possible methods for such a course. The literature revealed the challenges faced by 
strategic communicators and the shortcomings of many public relations websites, built a 
case for website management education, and suggested teaching methods and materials, 
some of which I adopted. Course descriptions and syllabi, while also documenting an 
educational gap, provided further teaching models. Finally, a textbook analysis and pilot 
undergraduate course solidified and validated many of my ideas and plans. 
Although the research leading up to the course I developed was thorough, it is not 
without limitations, mostly due to the scope of what could be reasonably accomplished 
within a restricted time frame. For example, my environmental scan of courses offered 
nationwide was limited to schools and departments accredited by the Accrediting Council 
on Education in Journalism and Mass Communications. Non-accredited public relations 
and advertising programs and programs located in business or other non-communication 
departments were excluded. Similar environmental scans via the membership lists of the 
National Communication Association, International Communication Association, and 
others would augment the current research. Also, the syllabi examples that I reviewed 
were neither inclusive nor random. Eight of them were downloaded from the UNC-
Chapel Hill website, 11 were downloaded from other university sites, and four were sent 
to me by e-mail. Other examples might be gathered through additional searches, more 
inquiries, or repeat requests.  
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The course itself is limited by time, too, so that some topics (e.g., writing for the 
Web) are covered very briefly, while other possible assignments, learning activities, and 
topics were excluded in entirety (e.g., Internet history). Writing for the Web is covered 
only briefly because most strategic communication programs offer other courses that 
address Web writing. Internet history, while interesting to some, is not critical 
information for website managers to know. As mentioned earlier, comprehensive 
instruction in a specific Web publishing software program will also not be part of this 
class. Working with other instructors may help ensure that writing for the Web, the 
historical context of Internet technology, and comprehensive software instruction are 
addressed in topic-specific classes.  
Despite the limitations, the course I developed fills a credible gap in our nation’s 
and university’s mass communication programs. It is unique, but essential, if we want to 
prepare students for today’s professional environment. Thus, primarily through personal 
selling, I will use a push strategy to market the course to higher-education institutions in 
the Triangle area of North Carolina, urging them to offer it to their undergraduate and 
professional graduate strategic communication students. After demonstrating a need 
using the evidence collected for this thesis, I would further attempt to influence adoption 
by explaining the course’s differentiation and relative advantage and emphasizing how 
my course would align with the university or school’s mission, such as integrating 
“interdisciplinary research, education, and public service”10 or “leading the 
                                                 
 
 
 
10 Retrieved from http://provost.unc.edu/academicplan on September 8, 2009. 
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transformation in the digital communications environment.”11 Finally, I would highlight 
that the course is already developed, some of it has been pilot tested, and I am a proven 
professional website manager and instructor. In addition, I could also use a pull strategy 
to market the course directly to students, strategic communication practitioners, and 
website stakeholders to entice them to demand my course. Methods to accomplish this 
strategy would include personal selling and presentations to professional associations. 
Future research possibilities also exist. Fresh quantitative or qualitative data about 
the needs of strategic communicators – more recent than nearly a decade ago – would 
enhance the supporting literature. Surveys, focus groups, and interviews would be helpful 
to further establish a need for the course and identify communicator challenges that 
should be addressed in such a course. Second, a correlation between the content 
performance of websites and the ways in which they are managed would be another 
approach to study this phenomenon. Third, a relationship between website best practices 
and communication effects with various publics would further benefit the discipline and 
provide knowledge to best inform the practice of website management. 
 
                                                 
 
 
 
11 Retrieved from http://www.jomc.unc.edu/about-the-school on September 8, 2009. 
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APPENDIX A 
A Sample of Possible Reading or Discussion Materials 
 
Esrock, S. L., & Leichty, G. B. (2000). Organization of corporate Web pages: Publics and 
functions. Public Relations Review, 26(3), 327-344. 
Kaplan, A. M., & Haenlein, M. (2009). Users of the world, unite! The challenges and 
opportunities of social media. Business Horizons, 53(1), 59-68.   
Lin, C. (2002). Organizational size, multiple audiences, and Web site design. Technical 
Communication, 49(1), 36-44. 
Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the 
promotion mix. Business Horizons, 52(4), 357-365. 
Ng, Y. P., & Gibbs, W. J. (2007). Web content management and personalization using 
one-to-one strategy. International Journal of Instructional Media, 34(2), 133-148. 
O’Hara, K. (2004). “Curb cuts” on the information highway: Older adults and the Internet. 
Technical Communication Quarterly, 13(4), 423-445. 
Park, H., & Reber, B. H. (2008). Relationship building and the use of Web sites: How 
Fortune 500 corporations use their Web sites to build relationships. Public 
Relations Review, 34(4), 409-411. 
Paul, M. J. (2001). Interactive disaster communication on the Internet: A content analysis 
of sixty-four disaster relief home pages. Journalism & Mass Communication 
Quarterly, 78(4), 739-753. 
Reber, B. H., & Fosdick, S. (2005). Building business relationships online: Relationship 
management in business-to-business e-commerce. Journal of Website Promotion, 
1(1), 13-29. 
Salinas, R. (2006). A content analysis of Latina Web content. Library & Information 
Science Research 28(2), 297-324. 
Thorlacius, L. (2007). The role of aesthetics in Web design. Nordicom Review, 28(1), 63-
76. 
Vrontis, D., Ktoridou, D., & Melanthiou, Y. (2007). Website design and development as 
an effective promotional tool: A case study in the hotel industry in Cyprus. 
Journal of Website Promotion 2(3/4), 125-139. 
Zachry, M. (2005). An interview with Donald A. Norman. Technical Communication 
Quarterly, 14(4), 469-487.
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APPENDIX B 
ACEJMC Accredited Programs: 2009 - 2010 
 
Last update: 2-02-10 
Retrieved from http://www2.ku.edu/~acejmc/student/proglist.shtml on Feb. 13, 2010. 
 
ACEJMC accredits 113 programs in journalism and mass communications at 
colleges and universities in the United States, including one at a university outside the 
country. ACEJMC does not rate units or put them in any rank order. The listing of a unit 
as accredited indicates that the unit has been judged by ACEJMC to meet its standards. 
That judgment is rendered after a self-study prepared by the faculty and administration of 
the unit and an independent evaluation of the unit by educators and practitioners.  
"College," "School," "Department" or "Division" in the following listings 
identifies the academic unit that has been evaluated for accreditation.  
The listing information reads in this order:  
• name of the institution  
• name and address of journalism unit, linked to its website in most cases  
• unit administrator's name  
• [in some cases, the parts of the unit reviewed are shown in brackets]  
• accredited degrees offered  
• the most recent date of accreditation  
• unit's telephone number, FAX number and e-mail contact information  
ALABAMA  
University of Alabama, College of Communication and Information Sciences, Box 
870172, Tuscaloosa, AL 35487-0172; Loy Singleton, dean. [Advertising and Public 
Relations; Journalism; Telecommunication and Film] B.A. Communication & 
Information Sciences; M.A. Communication & Information Sciences. (2009) Tel.: 
(205)348-4787. Fax: (205)348-3836. E-mail: loy.singleton@ua.edu 
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Auburn University, Department of Communication and Journalism, Auburn University, 
AL 36849-5206; Margaret Fitch-Hauser, chair. [Journalism; Public Relations; Radio-
Television-Film] B.A. Journalism; B.A. Mass Communication; B.A. Public Relations. 
(2006) Tel.: (334)844-2727. Fax: (334)844-4573. E-mail: fitchme@auburn.edu 
 
Jacksonville State University, Department of Communication, 700 Pelham Road North, 
Jacksonville, AL 36265-1602: Kingsley O. Harbor, head; B.A. Communication. (2008) 
Tel.: (256)782-5083. Fax: (256)782-8175. E-mail: kharbor@jsu.edu  
 
ALASKA  
University of Alaska Anchorage, Department of Journalism and Public Communications, 
3211 Providence Drive, Anchorage, AK 99508; Fred Pearce, chair. B.A. Journalism and 
Public Communications. (2008) Tel.: (907)786-4180. Fax: (907)786- 4190. E-mail: 
fpearce@jpc.alaska.edu 
 
University of Alaska Fairbanks, Department of Journalism, P.O. Box 756120, 101 
Bunnell, Fairbanks, AK 99775-6120; Brian O'Donoghue, chair. B.A. Journalism. (2003)  
Tel.: (907)474-7761. Fax: (907)474-6326. E-mail: ffbpo@uaf.edu 
 
ARIZONA  
Arizona State University, Walter Cronkite School of Journalism and Mass 
Communication, 555 North Central, Ste. 302, Phoenix, AZ 85004; Christopher Callahan, 
dean. B.A. Journalism; M.M.C. Mass Communication. (2005) Tel.: (602)-496-5555. Fax: 
(602)496-7041. E-mail: christopher.callahan@asu.edu; (undergraduate) 
cronkiteinfo@asu.edu; (graduate) masscomm@asu.edu 
 
University of Arizona, Department of Journalism, P.O. Box 210158B, Tucson, AZ 
85721-0158; Jacqueline Sharkey, head. B.A. Journalism. (2006) Tel.: (520)621-7556. 
Fax: (520)621-7557. E-mail: journal@email.arizona.edu 
 
ARKANSAS  
Arkansas State University, College of Communications, P.O. Box 540, State University, 
AR 72467-0540; Russell E. Shain, dean. [Journalism, Radio-Television] B.S. Journalism, 
Radio-TV. (2009) Tel.: (870)972-2468. Fax: (870)972-3856. E-mail: comm@astate.edu 
 
University of Arkansas, Walter J. Lemke Department of Journalism, Fayetteville, AR 
72701-1201; Patsy Watkins, chair. B.A. Journalism. (2004) Tel.: (479)575-3601. Fax: 
(479)575-4314. E-mail: pwatkins@uark.edu 
 
CALIFORNIA  
California State University, Chico, Department of Journalism, 207 Tehama Hall, Chico, 
CA 95929-0600; Glen L. Bleske, chair. B.A. Journalism. (2004) Tel.: (530)898-4779. 
Fax: (530)898-4839. E-mail: gbleske@csuchico.edu 
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California State University, Fullerton, Department of Communications, 2600 Nutwood 
Ave., College Park 400, Fullerton, CA 92834; Anthony Fellow, chair. B.A. 
Communications. (2009) Tel.: (714)278-3517. Fax: (714)278-2209. E-mail: 
afellow@fullerton.edu 
 
California State University, Northridge, Department of Journalism, 18111 Nordhoff St., 
Northridge, CA 91330-8311; Jose Luis Benavides, chair. B.A. Journalism. (2004) Tel.: 
(818)677-3135. Fax: (818)677-3438. E-mail: jose.benavides@csun.edu 
 
San Diego State University, School of Journalism and Media Studies, 5500 Campanile 
Drive, San Diego, CA 92182-4561; Diane Borden, director. B.A. Journalism. (2009) Tel: 
(619)594-0633. Fax: (619)594-6246. E-mail: dborden@mail.sdsu.edu 
 
San Francisco State University, Department of Journalism, 1600 Holloway Avenue, San 
Francisco, CA 94132; Venise Wagner, chair. B.A. Journalism. (Provisional 2008) Tel.: 
(415)338-1689/2663. Fax: (415)338-2084. E-mail: vwagner@sfsu.edu 
 
San Jose State University, School of Journalism and Mass Communications, San Jose, 
CA 95192-0055; William Briggs, director. B.S. Journalism; B.S. Advertising; B.S. Public 
Relations; M.S. Mass Communications. (2008) Tel.: (408)924-3249 or (408)924-3240. 
Fax: (408)924-3229. E-mail: bbriggs@casa.sjsu.edu 
 
University of California at Berkeley, Graduate School of Journalism, 121 North Gate 
Hall #5860, Berkeley, CA 94720-5860; Neil Henry, dean. M.J. Journalism. (2006) Tel.: 
(510)642-3383. Fax: (510)643-9136. E-mail: nhenry@berkeley.edu 
 
University of Southern California, School of Journalism, Annenberg School for 
Communication, 3502 Watt Way, ASC 303, Los Angeles, CA 90089-0281; Geneva 
Overholser, director. B.A. Broadcast Journalism; B.A. Print Journalism; B.A. Public 
Relations; M.A. Journalism (emphases in Broadcast Journalism, Online Journalism, Print 
Journalism); M.A. Strategic Public Relations. (2005) Tel.: (213)740-3914. Fax: 
(213)740-8624. E-mail: Genevao@usc.edu 
 
COLORADO  
Colorado State University, Department of Journalism and Technical Communication, 
Fort Collins, CO 80523; Greg Luft, chair. B.A. Technical Journalism. (2005) Tel.: 
(970)491-6310. Fax: (970)491-2908. E-mail: greg.luft@colostate.edu 
 
University of Colorado, School of Journalism and Mass Communication, 478 UCB, 
Boulder, CO 80309-0478; Paul Voakes, dean. [Advertising; Broadcast News; Broadcast 
Production Management; News-Editorial; Media Studies; M.A. Newsgathering] B.S. 
Journalism; M.A. Journalism. (2005) Tel.: (303)492-4364. Fax: (303)492-0969. E-mail: 
Paul.Voakes@colorado.edu 
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CONNECTICUT  
University of Connecticut, Department of Journalism, 337 Mansfield Road, U-1129, 
Storrs, CT 06269-1129; Maureen Croteau, head. B.A. Journalism. (2009) Tel.: (860)486-
4221 Fax: (860)486-3294. E-mail: Maureen.Croteau@UConn.edu 
  
DISTRICT OF COLUMBIA  
American University, School of Communication, Washington, DC 20016-8017; Larry 
Kirkman, dean. [Journalism; Public Communication] B.A. Communication: Journalism; 
B.A. Communication: Public Communication; M.A. Journalism and Public Affairs; M.A. 
Public Communication. (2009) Tel.: (202)885-2060. Fax: (202)885-2019. E-mail: 
larry@american.edu 
 
Howard University, John H. Johnson School of Communication, 525 Bryant St. NW, 
Washington, DC 20059; Jannette Dates, dean. [Journalism; Radio-TV-Film] B.A. 
Print/online; Broadcast Journalism; Advertising; Public Relations, B.A. Broadcast 
Production and Telecommunications Management. (2004) Tel.: (202)806-7694 Fax: 
(202)232-8040. E-mail: jdates@howard.edu or jcolbert@howard.edu 
 
FLORIDA  
Florida A&M University, Division of Journalism, Tallahassee, FL 32307; Dorothy Bland, 
director, School of Journalism and Graphic Communication. B.S. Journalism; B.S. Public 
Relations. (2006) Tel.: (850)599-3719. Fax: (850)599-3086. E-mail: 
dorothy.bland@famu.edu  
 
Florida International University, School of Journalism and Mass Communication, 3000 
NE 151 Street, North Miami, FL 33181; Lillian Lodge Kopenhaver, dean. B.S. 
Communication; M.S. Mass Communication. (2009) Tel.: (305)919-5625. Fax: 
(305)919-5203. E-mail: kopenhav@fiu.edu 
 
University of Florida, College of Journalism and Communications, Gainesville, FL 
32611-8400; John W. Wright II, dean. B.S. Journalism; B.S. Advertising; B.S. 
Telecommunication; B.S. Public Relations; M.A. Mass Communication. (2006) Tel.: 
(352)392-0466. Fax: (352)392-3919. E-mail: jwright@jou.ufl.edu 
 
University of Miami, School of Communication, P.O. Box 248127, Coral Gables, FL 
33124; Sam L Grogg, dean. [Advertising; Electronic Media; Public Relations; Broadcast 
Journalism and Media Management; Journalism and Visual Journalism] B.S. 
Communication; M.A. Journalism. (2004) Tel.: (305)284-3420. Fax: (305)284-2454.  
E-mail: sgrogg@miami.edu 
 
University of South Florida, School of Mass Communications, 4202 E. Fowler Ave. – 
CIS 1040, Tampa, FL 33620; Edward Jay Friedlander, director. B.A. Mass 
Communications. (2007) Tel.: (813)974-2591. Fax: (813)974-2592. E-mail: 
efriedla@shell.cas.usf.edu 
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University of South Florida St. Petersburg, Department of Journalism and Media Studies, 
140 Seventh Avenue South, FCT 204, St. Petersburg, FL 33701-5016; Robert Dardenne, 
director. B.A.; M.A. (2004) Tel.: (727)873-4613. Fax: (727)873-4034. E-mail: 
dardenne@mail.usf.edu 
 
GEORGIA  
Savannah State University, Department of Mass Communications, Savannah, GA 31404. 
Carmen Manning-Miller, chair. B.A. Mass Communications. (2007) Tel.: (912)356-2169. 
Fax: (912)351-6588. E-mail: connerk@savannahstate.edu. Web site: www.savstate.edu 
 
University of Georgia, Henry W. Grady College of Journalism and Mass Communication, 
Athens, GA 30602-3018; E. Culpepper Clark, dean. A.B.J. Journalism; M.A. Journalism 
and Mass Communication. (2006) Tel.: (706)542-1704. Fax: (706)542-2183. E-mail: 
cully@uga.edu  
 
ILLINOIS  
Eastern Illinois University, Department of Journalism, 600 Lincoln Ave., Charleston, IL 
61920-3099; James Tidwell, chair. B.A. Journalism (2006) Tel.: (217)581-6003. Fax: 
(217)581-7188. E-mail: jtidwell@eiu.edu 
 
Northwestern University, Medill School of Journalism, Fisk Hall, 1845 Sheridan Rd., 
Evanston, IL 60208; John Lavine, dean. B.S.J. Journalism; M.S. Integrated Marketing 
Communications; M.S.J. Journalism. (2005) Tel.: (847)491-2045. Fax: (847)491-5565.  
E-mail: j-lavine@northwestern.edu 
 
Southern Illinois University Carbondale, School of Journalism, Carbondale, IL 62901-
6601; Bill Freivogel, Director. B.S. Journalism. (Provisional 2008) Tel.: (618)536-3361. 
Fax: (618)453-5200. E-mail: wfreivog@siu.edu  
 
Southern Illinois University, Edwardsville, Department of Mass Communications, 
Edwardsville, IL 62026-1775; Gary Hicks, chair. B.A.; B.S. (2005) Tel.: (618)650-2248 
Fax: (618)650-3716 E-mail: ghicks@siue.edu 
 
University of Illinois at Urbana-Champaign, College of Media, 119 Gregory Hall  
(MC-462), 810 S. Wright St., Urbana, IL 61801; Walt Harrington, dean. B.S. Advertising; 
B.S.J. in Broadcast Journalism; B.S.J. in News-Editorial; M.S. Advertising; M.S. 
Journalism. (2007) Tel.: (217)333-2350. Fax: (217)333-9882. E-mail: 
wharring@ad.uiuc.edu  
 
INDIANA  
Ball State University, Department of Journalism, Muncie, IN 47306; Marilyn A. Weaver, 
chair. B.A. Journalism; B.S. Journalism; B.A. Advertising; B.S. Advertising; B.A. Public 
Relations; B.S. Public Relations. (2004) Tel.: (765)285-8200. Fax: (765)285-7997.  
E-mail: mweaver@bsu.edu  
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Indiana University, School of Journalism, Bloomington, IN 47405; Bradley Hamm, dean. 
B.A. Journalism (2008) Tel.: (812)855-9249. Fax: (812)855-0901. E-mail: 
bhamm@indiana.edu 
 
University of Southern Indiana, Department of Communications, Evansville, IN 47712-
3596; J. Wayne Rinks, chair. [Journalism; Public Relations/Advertising; 
Radio/Television] B.S. and B.A. (2009) Tel.: (812)461-5220. Fax: (812)465-7152.  
E-mail: wrinks@usi.edu 
 
IOWA  
Drake University, School of Journalism and Mass Communication, Room 118, Meredith 
Hall, 2805 University Ave., Des Moines, IA 50311; Charles Edwards, Jr., dean. B.A. 
Journalism and Mass Communication. (2005) Tel.: (515)271-3194. Fax: (515)271-2798.  
E-mail: Charles.Edwards@drake.edu 
 
Iowa State University of Science and Technology, Greenlee School of Journalism and 
Communication, 101 Hamilton Hall, Ames, IA 50011-1180; Michael Bugeja, director. 
[Advertising; Journalism and Mass Communications] B.A. Advertising; B.A. and B.S. 
Journalism and Mass Communication. (2004) Tel.: (515)294-4342. Fax: (515)294-5108.  
E-mail: bugeja@iastate.edu 
 
University of Iowa, School of Journalism and Mass Communication, 100 Adler 
Journalism Bldg., Room E305, Iowa City, IA 52242-2004; David Perlmutter, director. 
B.A. Journalism & Mass Communication; B.S. Journalism & Mass Communication; M.A. 
Professional Journalism. (2005) Tel.: (319)335-3486. Fax: (319)335-3502. E-mail: david-
perlmutter@uiowa.edu 
 
KANSAS  
Kansas State University, A.Q. Miller School of Journalism and Mass Communications, 
105 Kedzie Hall, Manhattan, KS 66506-1501; Angela Powers, director. B.A. Mass 
Communications; B.S. Mass Communications. (2008) Tel.: (785)532-3963. Fax: 
(785)532-5484. E-mail: apowers@ksu.edu 
 
University of Kansas, William Allen White School of Journalism and Mass 
Communications, 1435 Jayhawk Blvd., Lawrence, KS 66045-7575; Ann M. Brill, dean. 
B.S. Journalism; M.S. Journalism. (2005) Tel.: (785)864-4755. Fax: (785)864-5318.  
E-mail: abrill@ku.edu 
 
KENTUCKY  
Murray State University, Department of Journalism and Mass Communications, 114 
Wilson Hall, Murray, KY 42071-3311; Bob Lochte, chair. B.A.; B.S. Journalism, 
Advertising, Public Relations and Electronic Media. (2004) Tel.: (270)762-2387. Fax: 
(270)762-2390. E-mail: bob.lochte@murraystate.edu 
 
 67 
Western Kentucky University, School of Journalism and Broadcasting, 1906 College 
Heights Blvd. #11070, Bowling Green, KY 42101-1070; Pam McAllister Johnson, 
director. [Advertising, Broadcasting, News/Editorial Journalism, Photojournalism, Public 
Relations] B.A. Advertising; B.A. Photojournalism; B.A. News/Editorial Journalism; 
B.A. Public Relations. (2004) Tel.: (270)745-4144. Fax: (270)745-5835. E-mail: 
pam.johnson@wku.edu 
 
University of Kentucky, School of Journalism and Telecommunications, Lexington, KY 
40506-0042; Beth E. Barnes, director. B.A. or B.S. Journalism; Integrated Strategic 
Communication or Telecommunications. (2009) Tel.: (859)257-1730. Fax: (859)323-
3168. E-mail: bbarnes@email.uky.edu 
 
LOUISIANA  
Grambling State University, Department of Mass Communication, GSU P.O. Box 45, 
Grambling, LA 71245; Martin Edu, acting head. B.A. Mass Communication; M.A. Mass 
Communication. (2005) Tel.: (318)274-2403/2189. Fax: (318)274-3194. E-mail: 
edum@gram.edu 
 
Louisiana State University, Manship School of Mass Communication, Baton Rouge, LA 
70803; John Maxwell Hamilton, dean. B.A.M.C.; M.M.C. (2004) Tel.: (225)578-2002. 
Fax: (225)578-2125. E-mail: jhamilt@lsu.edu 
 
Nicholls State University, Department of Mass Communication, Thibodaux, LA 70310; 
James Stewart, head. B.A. Mass Communication. (2006) Tel.: (985)448-4586. Fax: 
(985)448-4577. E-mail: james.stewart@nicholls.edu 
 
Northwestern State University, Department of Journalism, P.O. Box 5273, Natchitoches, 
LA 71497; Paula Furr, head. B.A. Journalism. (2003) Tel.: (318)357-4425 Fax: 
(318)357-4434. E-mail: furrp@nsula.edu 
 
Southern University, Department of Mass Communications, Baton Rouge, LA 70813; 
Mahmoud Braima, chair. B.A. Mass Communication; M.A. Mass Communication. (2006) 
Tel.: (225)771-5790. Fax: (225)771-4943. E-mail: mahmoud_braima@subr.edu 
 
University of Louisiana at Lafayette, Department of Communication, P.O. Box 43650, 
Lafayette, LA 70504-3650; T. Michael Maher, head. B.A. (2006) Tel.: (337)482-6103. 
Fax: (337)482-6104. E-mail: tmm8088@louisiana.edu 
 
MARYLAND  
University of Maryland, Philip Merrill College of Journalism, College Park, MD 20742; 
Kevin Klose, dean. B.A. Journalism; M.A. Journalism; M.J. Journalism. (2004) Tel.: 
(301)405-2383. Fax: (301)314-1978. E-mail: kklose@jmail.umd.edu 
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MICHIGAN  
Central Michigan University, Department of Journalism, Mount Pleasant, MI 48859; 
Maria B. Marron, chair. B.A. Journalism, B.S. Journalism. (Provisional 2009) Tel.: 
(989)774-3196. Fax: (989)774-7114. E-mail: marro1mb@cmich.edu 
 
Michigan State University, School of Journalism, East Lansing, MI 48824-1212; Jane 
Briggs-Bunting, director. B.A. Journalism. (2008) Tel.: (517)355-1520. Fax: (517)355-
7710. E-mail: JBB@msu.edu 
 
MINNESOTA 
St. Cloud State University, Department of Mass Communications, St. Cloud, MN 56301-
4498; Mark Mills, chair. B.S. Mass Communications; M.S. Mass Communications. (2005) 
Tel.: (320)308-3293. Fax: (320)308-2083. E-mail: mmills@stcloudstate.edu 
 
University of Minnesota, School of Journalism and Mass Communication, 111 Murphy 
Hall, 206 Church St. S.E., Minneapolis, MN 55455-0418; Albert Tims, director. B.A. 
Journalism-Professional Program. (2007) Tel.: (612)625-1338. Fax: (612)626-8251.  
E-mail: achar001@umn.edu 
 
MISSISSIPPI  
Jackson State University, Department of Mass Communications, P.O. Box 18590, 
Jackson, MS 39217; Olorundare Aworuwa, interim chair. B.S. Mass Communications. 
(Provisional 2009) Tel.: (601)979-2151. Fax: (601)979-5800. E-mail: 
olorundare.e.aworuwa@jsums.edu 
                                                 
University of Mississippi, Department of Journalism, 100 Farley Hall, University, MS 
38677-1848; Will Norton, dean. B.A. Journalism. (2005) Tel.: (662)915-7146. Fax: 
(662)915-7765. E-mail: hwnorton@olemiss.edu         
                      
University of Southern Mississippi, School of Mass Communication and Journalism, 118 
College Dr. #5121, Hattiesburg, MS 39406-0001; Chris Campbell, director. [Journalism, 
Advertising, Broadcast Journalism, Radio-Television Production] B.A. Journalism; B.A. 
Advertising. (2004) Tel.: (601)266-4258. Fax: (601)266-6473. E-mail: mcj@usm.edu     
 
MISSOURI  
Southeast Missouri State University, Department of Mass Media, Mail Stop 2775, One 
University Plaza, Cape Girardeau, MO 63701-4799; Tamara Baldwin, chair. B.A. 
Journalism; B.S. Public Relations, Advertising, Radio, Television and Film Production. 
(2005) Tel.: (573)651-5142 Fax: (573)651-5907 E-mail: tbaldwin@semo.edu 
 
University of Missouri, School of Journalism, 120 Neff Hall, Columbia, MO 65211; 
Dean Mills, dean. B.J. Journalism; M.A. Journalism. (2005) Tel.: (573)882-6686. Fax: 
(573)884-5400. E-mail: millsr@missouri.edu 
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MONTANA  
The University of Montana, School of Journalism, 32 Campus Dr., Missoula, MT 59812; 
Peggy Kuhr , dean. B.A. Journalism; B.A. Radio-Television; M.A. Journalism. (2006) 
Tel.: (406)243-4001. Fax: (406)243-5369. E-mail: peggy.kuhr@umontana.edu 
  
NEBRASKA  
University of Nebraska, College of Journalism and Mass Communications, 147 Andersen 
Hall, Lincoln, NE 68588-0443; Charlyne Berens, dean. B.J. Journalism. (2004) Tel.: 
(402)472-3041. Fax: (402)472-8597. E-mail: cberens1@unl.edu  
 
NEVADA 
University of Nevada, Reno, Donald W. Reynolds School of Journalism, Reno, NV 
89557-0310; Jerry Ceppos, dean. B.A. Journalism; M.A. Journalism. (2008) Tel.: 
(775)784-6531. Fax: (775)784-6656. E-mail: jceppos@unr.edu 
  
NEW MEXICO  
New Mexico State University, Department of Journalism and Mass Communications, 
MSC 3J, P.O. Box 30001, Las Cruces, NM 88003-8001; Anne Hubbell, interim 
department head. B.A. Journalism. (2005) Tel.: (575)646-1034. Fax: (575)646-1255.  
E-mail: ahubbell@ad.nmsu.edu 
  
University of New Mexico, Department of Communication and Journalism, MSC03 2240, 
1 University of New Mexico, Albuquerque, NM 87131; John Oetzel, chair, B.A. (2008) 
Tel: (505)277-5305. Fax: (505)277-4206 E-mail: joetzel@unm.edu  
 
NEW YORK  
Columbia University, Graduate School of Journalism, New York, NY 10027; Nicholas 
Lemann, dean. M.S. Journalism. (2007) Tel.: (212)854-3572. Fax: (212)854-3939.  
E-mail: lemann@columbia.edu 
 
Hofstra University, Department of Journalism, Media Studies, and Public Relations, 322 
Dempster Hall, Hempstead, NY 11549-1110; Bob Papper, chair. B.A. (2008) Tel.: 
(516)463-4873. Fax: (516)463-4866. E-mail: bob.papper@hofstra.edu 
 
Iona College, Department of Mass Communication, 715 North Avenue, New Rochelle, 
NY 10801-1890; Raymond R. Smith, chair. B.A. Mass Communication; M.A. Public 
Relations; M.S. Journalism. (Provisional 2009) Tel.: (914)633-2229 Fax: (914)637-2797  
E-mail: RRSmith@iona.edu 
 
New York University, Department of Journalism, 20 Cooper Square, 6th Floor, New 
York, NY 10003; Brooke Kroeger, chair. B.A. Journalism; M.A. Journalism. (2006) Tel.: 
(212)998-8002 Fax: (212)995-4148 E-mail: brooke.kroeger@nyu.edu 
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Syracuse University, S.I. Newhouse School of Public Communications, Syracuse, NY 
13244; Lorraine Branham, dean. B.S. Public Communications; M.A. Public 
Communications; M.S. Public Communications. (2004) Tel.: (315)443-2301. Fax: 
(315)443-3946. E-mail: lbranham@syr.edu 
 
NORTH CAROLINA  
Elon University, School of Communications, 2850 Campus Box, Elon, NC 27244; Paul 
Parsons, dean. B.A. Journalism, Communications. (2006) Tel.: (336)278-5724 Fax: 
(336)278-5734. E-mail: communications@elon.edu  
 
North Carolina Agricultural and Technical State University, Department of Journalism 
and Mass Communication, 1601 E. Market St., Greensboro, NC 27411; Humphrey A. 
Regis, chair. B.S. Journalism and Mass Communication. (2004) Tel.: (336)334-7900. Fax: 
(336)334-7770. E-mail: haregis@ncat.edu 
 
University of North Carolina at Chapel Hill, School of Journalism and Mass 
Communication, Chapel Hill, NC 27599-3365; Jean Folkerts, dean. A.B. Journalism and 
Mass Communication; M.A. Journalism and Mass Communication. (2009) Tel.: 
(919)962-1204. Fax: (919)962-0620. E-mail: Jean_Folkerts@unc.edu 
 
OHIO  
Bowling Green State University, Department of Journalism, Bowling Green, OH 43403; 
Jim Foust, chair. B.S. Journalism. (2004) Tel.: (419)372-8349. Fax: (419)372-0202.  
E-mail: jfoust@bgsu.edu 
 
Kent State University, School of Journalism and Mass Communication, Kent, OH 44242-
0001; Jeff Fruit, director. B.S. Journalism and Mass Communication. (2009) Tel.: 
(330)672-2572. Fax: (330)672-4064. E-mail: jfruit@kent.edu 
 
Ohio University, E.W. Scripps School of Journalism, Athens, OH 45701; Thomas S. 
Hodson, director. B.S.J. Journalism; M.S.J. Journalism. (2007) Tel.: (740)593-2590. Fax: 
(740)593-2592. E-mail: hodson@ohio.edu 
 
OKLAHOMA  
Oklahoma State University, School of Journalism and Broadcasting, Stillwater, OK 
74078-0195; Derina Holtzhausen, director. B.S. and B.A. Journalism. (2008) Tel.: 
(405)744-6357. Fax: (405)744-7104. E-mail: derina.holtzhausen@okstate.edu 
 
University of Oklahoma, Gaylord College, 395 W. Lindsey, Norman, OK 73019; Joe 
Foote, dean. B.A. Journalism; M.A. Journalism and Mass Communication. (2009) Tel.: 
(405)325-5997. Fax: (405)325-7565. E-mail: jfoote@ou.edu. Website: 
http://www.ou.edu/gaylord/ 
 
 71 
OREGON  
University of Oregon, School of Journalism and Communication, 1275 University of 
Oregon, Eugene, OR 97403-1275; Tim Gleason, dean. B.A., B.S. Journalism and 
Communication; M.A., M.S. Journalism and Communication. (2006) Tel.: (541)346-
3739. Fax: (541)346-0682. E-mail: tgleason@uoregon.edu  
 
PENNSYLVANIA 
Pennsylvania State University, College of Communications, 201 Carnegie Bldg., 
University Park, PA 16802; Douglas A. Anderson, dean. B.A. Journalism; B.A. 
Film/Video; B.A. Advertising/Public Relations; B.A. Telecommunications; B.A. Media 
Studies; M.A. Telecommunications Studies. (2007) Tel.: (814)863-1484. Fax: (814)863-
8044. E-mail: doug-anderson@psu.edu 
 
Temple University, Department of Journalism, 2020 N. 13th Street, Philadelphia, PA 
19122; Andrew Mendelson, chair. B.A. Journalism. (Provisional 2008) Tel.: (215)204-
8346. Fax: (215)204-1974. E-mail: amendels@temple.edu 
 
SOUTH CAROLINA  
University of South Carolina, School of Journalism and Mass Communications, 
Columbia, SC 29208; Carol Pardun, director. B.A. Journalism; M.M.C. (2005) Tel.: 
(803)777-3244. Fax: (803)777-4103. E-mail: pardunc@mailbox.sc.edu 
 
Winthrop University, Department of Mass Communication, Rock Hill, SC 29733-0001;  
J. William Click, chair. B.A. Broadcasting; B.A. Journalism; B.S. Integrated Marketing 
Communication (2009) Tel.: (803)323-2121. Fax: (803)323-2464. E-mail: 
clickw@winthrop.edu 
 
SOUTH DAKOTA  
South Dakota State University, Department of Journalism and Mass Communication, 
Brookings, SD 57007; Mary Peterson Arnold, head. B.S. Journalism; B.A. Journalism. 
(2006) Tel.: (605)688-4171. Fax: (605)688-5034. E-mail: mary.arnold@sdstate.edu 
 
University of South Dakota, Department of Contemporary Media and Journalism, 
Vermillion, SD 57069-2390; Charles Lubbers, chair. B.A. Mass Communication; B.S. 
Mass Communication. (2009) Tel.: (605)677-5477. Fax: (605)677-4250. E-mail: 
clubbers@usd.edu 
 
TENNESSEE  
East Tennessee State University, Department of Communication, Johnson City, TN 
37614-0667; Charles Roberts, chair. [Advertising, Broadcasting, Journalism, Public 
Relations] B.A. Mass Communications; B.S. Mass Communications. (2007) Tel.: 
(423)439-4491. Fax: (423)439-7540. E-mail: robertsc@mail.etsu.edu 
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Middle Tennessee State University, College of Mass Communication, Murfreesboro, TN 
37132; Roy Moore, dean. [Journalism, Electronic Media Communication] B.S. Mass 
Communication; M.S. Mass Communication. (2005) Tel.: (615)898-5872. Fax: 
(615)898-5682. E-mail: roylmoore@windstream.net 
 
University of Memphis, Department of Journalism, Room 300, Meeman Journalism 
Bldg., Memphis, TN 38152; David Arant, chair. B.A. Journalism; M.A. Journalism. 
(2007) Tel.: (901)678-2401. Fax: (901)678-4287. E-mail: darant@memphis.edu 
 
University of Tennessee, Knoxville, College of Communication and Information, 
Knoxville, TN 37996-0332; Michael O. Wirth, dean. B.S. Advertising; B.S. Journalism 
and Electronic Media; B.S. Public Relations; M.S. Communication and Information. 
(2005) Tel.: (865)974-3031. Fax: (865)974-3896. E-mail: mwirth@utk.edu 
 
University of Tennessee at Chattanooga, Department of Communication, Chattanooga, 
TN 37403-2598; Betsy Alderman, head. B.A. (2008) Tel.: (423)425-4400. Fax: 
(423)425-4695. E-mail: betsy-alderman@utc.edu 
 
University of Tennessee at Martin, Department of Communications, Martin, TN 38238-
5099; Robert Nanney, chair. B.A.; B.S. (2008) Tel.: (731)881-7546. Fax: (731)881-7550.  
E-mail: rnanney@utm.edu 
 
TEXAS  
Abilene Christian University, Department of Journalism and Mass Communication, Box 
27892, ACU Station, Abilene, TX 79699; Cheryl M. Bacon, chair. B.S. Journalism; B.S. 
Advertising/Public Relations; B.S. Electronic Media. (2007) Tel.: (325)674-2812 Fax: 
(325)674-2139. E-mail: cheryl.bacon@jmc.acu.edu 
 
Baylor University, Department of Journalism, One Bear Place #97353, Waco, TX 76798-
7353; Clark Baker, chair. [News-Editorial, Public Relations] B.A. Journalism. (2009) 
Tel.: (254)710-3261. Fax: (254)710-3363. E-mail: Clark_Baker@baylor.edu 
 
Texas Christian University, Schieffer School of Journalism, TCU Box 298060, Ft. Worth, 
TX 76129; John Lumpkin, director. B.A. News-Editorial Journalism, International 
Communication; B.S. News-Editorial Journalism, Strategic Communication, Broadcast 
Journalism. (2004) Tel.: (817)257-7425. Fax: (817)257-7322. E-mail: j.lumpkin@tcu.edu 
 
Texas State University – San Marcos, School of Journalism and Mass Communication, 
San Marcos, TX 78666-4616; Bruce L. Smith, interim director. B.A. Mass 
Communication-Advertising; B. A. Mass Communication-General Mass Communication; 
B.A. Mass Communication-Electronic Media; B.A. Mass Communication-Print 
Journalism; B.A. Mass Communication-Public Relations. (2009) Tel.: (512)245-2656 
Fax: (512)245-7649. E-mail: bs20@txstate.edu 
 
Texas Tech University, College of Mass Communications, Lubbock, TX 79409-3082; 
Jerry Hudson, dean. B.A. Journalism; B.A. Advertising; B.A. Public Relations; B.A. 
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Electronic Media; B.A. Photocommunications. (2004) Tel.: (806)742-3385. Fax: 
(806)742-1085. E-mail: jerry.hudson@ttu.edu 
 
University of North Texas, Mayborn School of Journalism, 1155 Union Circle, #311460, 
Denton, TX 76203-5017; Mitch Land, interim dean. B.A. Journalism; M.A. Journalism; 
M.J. Journalism. (2004) Tel.: (940)565-2205. Fax: (940)565-2370. E-mail: 
land@unt.edu/ 
 
University of Texas, School of Journalism, Austin, TX 78712; Tracy Dahlby, director. 
B.J. Journalism. (2009) Tel.: (512)471-1845. Fax: (512)471-7979. E-mail: 
tracy.dahlby@austin.utexas.edu 
 
UTAH  
Brigham Young University, Department of Communications, 360 BRMB, Provo, UT 
84602-6404; Brad L. Rawlins, chair. [Advertising; Print and Broadcast Journalism; 
Public Relations; Communication Studies] B.A. Communications. (2009) Tel.: (801)422-
2997. Fax: (801)422-0160. E-mail: brad_rawlins@byu.edu 
 
University of Utah, Department of Communication, 255 S. Central Campus Dr., Room 
2400, Salt Lake City, UT 84112; Ann Darling, chair. [Mass Communication] B.S. Mass 
Communication; B.A. Mass Communication. (2005) Tel.: (801)581-5324. Fax: (801)585-
6255. E-mail: j.duignan@utah.edu 
 
VIRGINIA  
Hampton University, Scripps Howard School of Journalism and Communications, 546 E. 
Queen Street, Hampton,VA 23668; Rosalynne Whitaker-Heck, assistant dean of 
academic affairs. B.A. Journalism and Communications. (2007) Tel.: (757)727-5405. Fax: 
(757)728-6011. E-mail: rosalynne.whitaker-heck@hamptonu.edu 
 
Norfolk State University, Department of Mass Communications and Journalism, 700 
Park Ave., Norfolk, VA 23504; Wanda Brockington, chair. B.S. Mass Communications; 
B.A. Journalism. (2005) Tel.: (757) 823-8330. Fax: (757) 823-9119. E-mail: 
wgbrockington@nsu.edu 
 
Virginia Commonwealth University, School of Mass Communications, 901 W. Main St., 
P.O. Box 842034, Richmond, VA 23284-2034; Judy VanSlyke Turk, director. B.S. Mass 
Communications (2006) Tel.: (804)828-2660 Fax: (804)828-9175. E-mail: 
jvturk@vcu.edu  
 
Washington and Lee University, Department of Journalism and Mass Communications, 
Lexington, VA 24450; Brian E. Richardson, head. B.A. (2007) Tel.: (540)458-8432. Fax: 
(540)458-8845. E-mail: RichardsonB@wlu.edu 
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WASHINGTON  
University of Washington, Department of Communication, Box 353740, Seattle, WA 
98195-3740; David Domke, chair. [Journalism] B.A. Arts and Sciences. (2009) Tel.: 
(206)543-2660. Fax: (206)616-3762. E-mail: domke@u.washington.edu  
 
WEST VIRGINIA 
Marshall University, W. Page Pitt School of Journalism and Mass Communications, One 
John Marshall Drive, Huntington, WV 25755-2622; Corley Dennison, dean. B.A.J. 
Advertising, Broadcast Journalism, Radio/TV Production and Management, On-Line 
Journalism, Public Relations, Print Journalism; M.A.J. Journalism. (2009) Tel.: (304)696-
2360. Fax: (304)696-2732. E-mail: corley.dennison@marshall.edu 
 
West Virginia University, P.I. Reed School of Journalism, Morgantown, WV 26506-6010; 
Maryanne Reed, dean. B.S.J. Advertising, Broadcast News, News-Editorial, Public 
Relations. (2004) Tel.: (304)293-3505. Fax: (304)293-3072. E-mail: 
maryanne.reed@mail.wvu.edu 
 
WISCONSIN 
Marquette University, J. William & Mary Diederich College of Communication, P.O. 
Box 1881, Milwaukee, WI 53201-1881; Lori Bergen, dean. B.A. Advertising, Broadcast 
and Electronic Communication, Journalism, Public Relations; M.A. Advertising, 
Broadcast and Electronic Communication, Journalism, Public Relations. (2004) Tel.: 
(414)288-7133. Fax: (414)288-6494. E-mail: lori.bergen@marquette.edu 
 
University of Wisconsin – Eau Claire, Department of Communication and Journalism, 
Eau Claire, WI 54702-4004; Mary Hoffman, chair. [Mass Communication Advertising; 
Broadcast Journalism; Print Journalism; Mass Communication Public Relations] B.A., 
B.S. (Provisional 2009) Tel.: (715)836-2528. Fax: (715)836-3820. E-mail: 
Hoffmamf@uwec.edu 
 
University of Wisconsin – Oshkosh, Department of Journalism, Oshkosh, WI 54901-
8696; Mike Cowling, chair. B.A. Journalism; B.S. Journalism. (2004) Tel.: (920)424-
1042. Fax: (920)424-7146. E-mail: cowling@uwosh.edu 
 
University of Wisconsin – River Falls, Department of Journalism, 410 South Third, River 
Falls, WI 54022; Sandra Ellis, chair. B.A. Journalism; B.S. Journalism. (2007) Tel.: 
(715)425-3169. Fax: (715)425-0658. E-mail: sandra.ellis@uwrf.edu 
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APPENDIX C 
Course Descriptions 
ACEJMC Accredited Programs, 2009 - 2010 
Last update: Feb. 2, 2010 
Retrieved from http://www2.ku.edu/~acejmc/student/proglist.shtml on Feb. 13, 2010. 
Websites were visited Feb. 14-March 1, 2010. 
 
 
State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
ALABAMA  
 
University of 
Alabama 
College of 
Communication and 
Information Sciences 
 
Adv & PR None   
Auburn 
University 
Department of 
Communication and 
Journalism 
 
PR None   
                                                 
 
 
 
12 Master’s programs are listed only if the area of study is different from what is offered to undergraduate students. 
 
13 Courses were divided into five categories, based on an assessment of the course’s primary learning objectives as determined by reading the course description: 
• Conceptual – Courses that focus on general concepts or theory with limited practical experience. 
• Design – Courses that focus on Web site development and design, but not courses that focus exclusively on news media Web sites. 
• Internet – Courses that focus on the Internet as a whole, not just Web sites. Courses with content about using the Internet strategically are included. 
• Journalism – Courses that are geared primarily toward news (print or broadcast) students, even if they might also be conceptual, design-related, or 
Internet-related. 
• Multimedia – Courses that focus on storytelling using multimedia such as video, photography, Flash animation, and similar communication technologies. 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Jacksonville 
State University 
Department of 
Communication 
 
PR None   
ALASKA  
 
University of 
Alaska 
Anchorage 
Department of 
Journalism and 
Public 
Communications 
Strategic 
comm. 
JPC A345  Web Design 
Analyzes the development of the World Wide Web 
as a communications medium. Emphasis on 
professional principles and practices of Web design, 
evolving technologies, and the convergence of digital 
images, graphics, text, voice, and music to enhance 
the interactivity between user and the system. 
 
Design 
 
 
 
 
 
 
 
JPC A442  Web Journalism  
Evaluates development of Web journalism. Applies 
ethical principles and professional practices of online 
reporting using text, images, graphics, voice, music, 
and video to communicate with Web news users.  
 
Journalism  
University of 
Alaska 
Fairbanks 
 
Department of 
Journalism 
None NA   
ARIZONA  
 
Arizona State 
University 
Walter Cronkite 
School of Journalism 
and Mass 
Communication 
PR JMC 460  Advanced Online Media 
Covers online trends, Web design and usability, and 
copyright; legal, and ethical issues facing online 
journalists. Hands-on experience in using Photoshop, 
Dreamweaver, CSS, Soundslides, Final Cut, and 
Flash to produce original, compelling multimedia 
stories as well as an award-winning online magazine. 
 
Journalism  
University of 
Arizona 
Department of 
Journalism 
 
None NA   
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
ARKANSAS  
 
Arkansas State 
University 
College of 
Communications 
Adv 
PR 
JOUR 4373  Internet Communications  
Internet Communications provides students with a 
thorough understanding and practice in the use of the 
Information Superhighway. The course will also look 
at new opportunities for communications 
professionals. 
 
Conceptual  
University of 
Arkansas 
Walter J. Lemke 
Department of 
Journalism 
Adv & PR JOUR 3093  Web Design for Journalism, 
Advertising & Public Relations 
Basic UNIX and HTML, and leading web design 
software. Major focus is on Journalistic 
informational and commercial sites; minor focus on 
personal pages. 
 
Design  
CALIFORNIA California State 
University, 
Chico 
Department of 
Journalism 
PR JOUR 355  Internet Newspapers and Magazines 
Instruction in using the Internet as a reporting tool 
and a publishing platform. Focus on technological 
changes in mass communication, especially 
newspapers and magazines. Emphasis on writing 
stories for the Internet and production of an online 
publication. 
 
Journalism  
California State 
University, 
Fullerton 
Department of 
Communications 
Adv 
PR 
COMM 455  Internet Advertising and 
Promotional Communications 
Internet advertising and marketing issues and ideas. 
Evaluate, develop and execute Internet-based 
advertising and promotional campaigns. 
 
Internet 
 
Yes 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
California State 
University, 
Northridge 
 
Department of 
Journalism 
PR JOUR 498  Public Relations in the Age of New 
Media 
This tutorial provides an introduction to new media 
and ways to integrate public relations strategies 
across various communications platforms to reach 
target audiences. You will also learn how to manage 
the convergence of old and new media in an age 
when once clearly differentiated areas of television, 
radio, online and print have been become 
inextricably connected. 
 
Internet Yes 
San Diego State 
University 
School of Journalism 
and Media Studies 
Adv 
PR 
JMS 430  Online Writing and Design  
Using the Web to publish media content and design, 
including how to use text, graphics, sound, and video 
to effectively transmit information. Role and 
responsibilities of media professionals as they add 
online publication to already established print and 
electronic platforms.  
 
Journalism  
San Francisco 
State University 
 
Department of 
Journalism 
None NA   
San Jose State 
University 
School of Journalism 
and Mass 
Communications 
 
Adv 
PR 
None   
University of 
California at 
Berkeley 
 
Graduate School of 
Journalism 
None NA   
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
University of 
Southern 
California 
School of Journalism PR 
Adv 
minor 
 
Strategic 
PR (MA) 
 
CMGT 528  Web Designs for Organizations  
Students learn to assess organizations' online needs, 
to examine the use of the Internet in terms of 
electronic commerce and global pressures, and 
design web page strategies. 
 
Internet 
 
 
JOUR 309  Introduction to Online Media  
Convergence journalism and online skill sets. Blogs 
and Web content production. Social responsibility 
and ethical framework in digital information 
technology. 
 
Journalism 
 
 
 
 
JOUR 412  Introduction to Online Publishing 
Introduction to the methods, theory and production 
of news publishing on the World Wide Web 
including basic HTML, graphics production and 
news design. 
 
Journalism 
 
 
 
 
 
JOUR 413  Introduction to Online Journalism 
An introduction to the methods and theory of news 
publishing on the World Wide Web, with an 
emphasis on journalism skills and techniques. 
 
Journalism 
 
 
JOUR 550  Introduction to Online Publishing  
Methods, theory and publishing of online news; 
HTML skills, graphics production and design theory. 
 
Journalism 
 
 
JOUR 551  Intermediate Online Publishing  
Advanced concepts in online publishing; focus on 
databases, editing, scripting and authoring 
applications for news Web sites.  
 
Journalism 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
JOUR 555  Multimedia and Graphics in Online 
Publishing  
Focuses on the process of creating multimedia, 
images and graphics for news storytelling on the 
Web; integration of interactive content, animation 
and video.  
 
Multimedia 
 
 
JOUR 556  Online Journalism Seminar  
Writing and reporting for the Internet and other 
technology platforms; computer-assisted reporting; 
multimedia storytelling. 
 
Journalism 
 
 
JOUR 567  Internet and High Technology Public 
Relations  
Using the Internet as a strategic tool in the 
development and implementation of public relations 
campaigns for technology-based and other 
enterprises. 
 
Internet  
COLORADO Colorado State 
University 
Department of 
Journalism and 
Technical 
Communication 
PR 
Computer
-mediated 
comm. 
 
JTC 211  Computer-Mediated Visual 
Communication  
Theory and techniques for using computer-related 
technologies for visual presentation of news, 
specialized, and technical information. 
 
Design 
 
 
 
Yes 
JTC 372  Website Design and Management  
Design, development, and management of World 
Wide Web content. 
 
Design 
 
 
JTC 661  Information Design  
Theoretical and empirical review of creation, 
presentation, storage and distribution of information. 
 
Conceptual  
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
University of 
Colorado 
School of Journalism 
and Mass 
Communication 
 
Adv None   
CONNECTICUT University of 
Connecticut 
Department of 
Journalism 
 
None NA   
DISTRICT OF 
COLUMBIA  
 
American 
University 
School of 
Communication 
Public 
comm. 
COMM 352/652  Web Studio  
How to construct a web site from the ground up, 
including site planning, graphics creation, 
optimization, and publishing. Students use graphic 
development tools such as Macromedia Fireworks, 
as well as the web site editing tool Dreamweaver to 
turn their ideas into fully functional web sites. 
Students also study the web site development 
process, how to create an audience-driven creative 
brief and subsequent web site, and how to build and 
critique a site for maximum usability. Students 
should expect to spend additional time in the lab 
outside of the scheduled class time. (This was listed 
as a skills course option for public communication 
students.) 
 
Design 
 
 
 
 
 
 
 
 
 
 
Sent 
request; 
was told 
that the 
course 
had not 
been 
taught 
for a few 
years. 
   COMM 551  Internet Advocacy Communication 
This course, at the intersection of communication, 
technology, and strategic communication, examines 
innovation in new communication technology, places 
those innovations in the context of theories of 
technological change, and studies their impact on 
strategic communication and social advocacy, with a 
focus on Internet communication. 
 
Conceptual  
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Howard 
University 
John H. Johnson 
School of 
Communication 
 
Adv 
PR 
None   
FLORIDA Florida A&M 
University 
Division of 
Journalism 
 
PR None   
Florida 
International 
University 
School of Journalism 
and Mass 
Communication 
 
Adv 
PR 
JOU 4341C  Online News Reporting 
(Course description could not be found on website.) 
Journalism  
University of 
Florida 
College of 
Journalism and 
Communications 
 
Adv 
PR 
None   
University of 
Miami 
School of 
Communication 
Adv 
PR 
CVJ 341  Web Production aka Web Design 
This course covers the basic aspects of interaction 
design and web development focusing on production 
processes. It provides an overview of web design 
concepts, including usability, accessibility, 
information architecture, basic animation, and 
graphic design; all discussed in the context of the 
web environment. This course further offers an 
introduction to fundamental and emerging web 
trends. 
 
Design  
University of 
South Florida 
School of Mass 
Communications 
Adv 
PR 
 
Strategic 
comm. 
managem
ent (MA) 
 
None   
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
University of 
South Florida 
St. Petersburg 
Department of 
Journalism and 
Media Studies 
 
None NA   
GEORGIA Savannah State 
University 
Department of Mass 
Communications 
 
PR & Adv None   
University of 
Georgia 
Henry W. Grady 
College of 
Journalism and Mass 
Communication 
 
Adv & PR None   
ILLINOIS Eastern Illinois 
University 
Department of 
Journalism 
PR 
New and 
emerging 
media 
 
3701 JOU  Online Journalism 
In-depth study of the implications of the Internet on 
journalistic media. 
 
Journalism  
3702 JOU  Online Journalism Lab 
In-depth laboratory for the design and production of 
journalistic web sites using elements of design, 
photography, audio, and video as means of 
journalism delivery. 
 
Journalism 
 
 
4761 JOU  Advanced New Media Design 
The study and design of advanced forms of 
journalism and storytelling using emerging new 
media such as streaming audio, video, animations, 
virtual reality simulations and other means and 
media. 
 
Multimedia  
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Northwestern 
University 
Medill School of 
Journalism 
IMC (MS 
only) 
IMC 498-0  Digital Marketing 
This course covers the main components of a digital 
marketing plan for consumer products and services. 
Topics covered include: web sites, media campaigns, 
email marketing, consumer advocacy, social 
networks and e-commerce. The emphasis will be on 
a basic understanding of these topics and how they 
are utilized to create an integrated marketing plan. 
Lectures will focus on real world examples and 
practical uses of these marketing techniques. 
Students will be required to work in teams to develop 
an integrated digital marketing plan for a consumer 
product. 
 
Internet  
Southern 
Illinois 
University 
Carbondale 
School of Journalism Adv 
New 
media 
producer  
337-3  Video for Online Journalism 
Introduces professional shooting and editing 
techniques to students interested in producing video 
stories within integrated new media storytelling for 
online journalism. Conduct pre- and post-production 
work to develop, investigate and report online news 
stories in a converged media environment.  
 
Multimedia 
 
Yes 
 
 
 
 
426-3  Online Journalism 
Examination of emerging forms of news delivery by 
computer and related convergence of print and 
broadcast media. Apply concepts and theories and 
skills in projects, and web-news content management 
as a real world setting for the production of 
professional-level cyber-clips for an online portfolio. 
Includes the production of news stories via email, 
cellular and other evolving media environments. 
 
Journalism 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
436-3  Multimedia Publication Design 
The course continues the exploration of using 
computer-based technologies for presentation of 
information to wide audience using the interactive 
capabilities of the internet and other new media. 
Focus is on organization of information, design of 
presentation, use of transaction generated 
information, and the production of multimedia files 
in a networked environment. Includes discussion of 
topics including privacy intellectual property, libel, 
and other matters of concerns to an interactive 
publisher.  
 
Multimedia 
 
Yes 
 
Southern 
Illinois 
University, 
Edwardsville 
Department of Mass 
Communications 
Media adv 
 
Corporate 
and 
institution
al media 
327-3  Designing and Writing for the World Wide 
Web 
Information- and user-centered approach to Web 
design. Hands-on experience in designing, creating 
and publishing textual and multimedia content for 
the Web. Students compete a medium-sized Web 
project.  
 
Design  
University of 
Illinois at 
Urbana-
Champaign 
 
College of Media Adv None   
INDIANA Ball State 
University 
Department of 
Journalism 
Adv 
PR 
342  New Media Journalism 
Study and experimentation in new media, including 
design, writing, editing, and operations. Instructional 
emphasis on understanding the theoretical and 
practical applications of new media, including 
interactivity. Develop and maintain new media 
products.  
 
Conceptual 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Indiana 
University 
 
School of Journalism None NA   
University of 
Southern 
Indiana 
 
Department of 
Communications 
PR 
Adv 
None   
IOWA Drake 
University 
School of Journalism 
and Mass 
Communication 
Adv 
PR 
News/Inte
rnet 
JMC 98  Reporting and Writing for the World 
Wide Web 
Introduction to the Internet as a mass medium. 
Provides an overview of the Internet and the World 
Wide Web. Explores access to information, digital 
literacy, Internet credibility, privacy, law, ethics, and 
Internet influence on society, culture, and 
individuals. Second semester of newspaper-style 
writing and reporting. Student work is published on 
the World Wide Web. 
 
Journalism 
 
 
 
 
JMC 105  Web Page Design 
Introduces students to the basics of designing pages 
for the World Wide Web. Students learn the ins and 
outs of pages, links, forms, and images. Intense 
introduction to the joys of creating Web pages.  
 
Design  
Iowa State 
University of 
Science and 
Technology 
 
Greenlee School of 
Journalism and 
Communication 
Adv None   
University of 
Iowa 
School of Journalism 
and Mass 
Communication 
 
None NA   
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
KANSAS Kansas State 
University 
A.Q. Miller School of 
Journalism and Mass 
Communications 
 
Adv 
PR 
None   
University of 
Kansas 
William Allen White 
School of Journalism 
and Mass 
Communications 
Strategic 
comm. 
 
Marketing 
comm. 
(MS) 
JOUR 527  Online Journalism 
This course is an introduction to online storytelling 
and production of Web sites. The focus is not on 
technology, but on the elements of good journalism 
and the channel of the World Wide Web. The course 
explores both the editorial and commercial aspects of 
the Web. The course also covers aspects of the Web 
that have an impact on media applications - the 
evolving laws, management, economic implications 
and the blurring lines between editorial and 
advertising content. 
 
Journalism 
 
 
 
JOUR 552  Print and Online Design 
An introduction to design concepts and skills as well 
as computer technologies for newspapers, Web sites 
and other print and online publications.  
 
Design 
 
 
 
 
JOUR 694  Online Writing, Design and 
Production - Advanced Media 
Classroom instruction and supervised individual 
coaching in the gathering, writing, design and 
multimedia presentation of news and information. 
Students synthesize material from other campus 
media as well as generate original material.  
 
Multimedia 
 
 
 
 
 
 
 
 
  
88 
State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
JOUR 831  Technology in Marketing 
Communications 
Explores new and emerging technologies and their 
impact on the delivery of marketing messages. 
Students will study podcasting, blogs, SMS text 
messaging, e-mail marketing, social networking, 
online video sites and other emerging technologies. 
 
Internet  
KENTUCKY Murray State 
University 
Department of 
Journalism and Mass 
Communications 
Adv 
PR 
 
JMC 390  World Wide Web as Mass Medium  
This course is designed 1) to enhance the student's 
effectiveness as a user of Internet technologies; 2) to 
build understanding of the social implications of, and 
the major issues surrounding, the popularization of 
the World Wide Web; and 3) to focus on the Web's 
functions as a mass medium. Also considered are key 
technical concepts integral to Web operations that 
apply to the fields of journalism. 
 
Conceptual  
Western 
Kentucky 
University 
School of Journalism 
and Broadcasting 
Adv 
PR 
JOUR 348  Introduction to Interactive Ad Design  
Study and creation of interactive advertising, using 
current software programs. Develop interactive ads 
for Web and mobile applications. Cover aesthetic 
and technical aspects of design and production, 
business process and working in teams to produce 
Web-based products. 
 
Multimedia 
 
 
 
 
JOUR 362  Web Narratives 
Web-based narratives course involving weekly 
assignments using photography, audio, and video. 
Web ethics explored.  
 
Multimedia  
  
89 
State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
University of 
Kentucky 
School of Journalism 
and 
Telecommunications 
Integrated 
strategic 
comm. 
 
None   
LOUISIANA Grambling 
State University 
Department of Mass 
Communication 
PR MC 335  Online Writing and Design  
Focuses on learning the steps to conceive, create, 
write and edit copy for the internet. The major 
emphasis will be on interactive thinking and 
application of relevant skills for effective online 
writing and design. Students will learn to plan, 
design and create a home page and a media site on 
the internet. 
 
Design  
Louisiana State 
University 
Manship School of 
Mass Communication 
Adv 
PR 
4270  News Production for the Internet  
Advanced reporting for an electronic publication, 
using converging media technology to create content 
for a news web site. 
 
Journalism  
Nicholls State 
University 
Department of Mass 
Communication 
 
PR None   
Northwestern 
State University 
Department of 
Journalism 
 
None NA   
Southern 
University 
Department of Mass 
Communications 
 
PR None   
University of 
Louisiana at 
Lafayette 
Department of 
Communication 
Adv 
PR 
338  Internet Communication  
Historical and interdisciplinary theoretical 
framework for computer-mediated communication; 
applications include HTML. 
 
Conceptual 
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Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
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 415(G)  Multimedia Journalism 
Basics of online audio and video news presentation 
in a multimedia format including techniques for 
basic camera use; desktop editing with audio, video 
and graphics for web presentation; and scripting for 
online writings with exercises. 
 
Multimedia  
MARYLAND University of 
Maryland 
Philip Merrill 
College of 
Journalism 
 
None NA   
MICHIGAN Central 
Michigan 
University 
Department of 
Journalism 
Adv 
PR 
Online 
journalism 
JRN 340  Introduction to Online Journalism  
Survey of current theories and issues of new media 
environment, and introduction of online story reports 
production using current web development software.  
Journalism 
 
 
 
 
 
JRN 423  Online Visual Storytelling  
Online storytelling for the photojournalist. 
Multimedia production combining still photography, 
audio, and video with the intended purpose of 
publishing on the Web.  
 
Multimedia 
 
 
JRN 440  Advanced Online Journalism 
Advanced techniques of producing online news 
stories using advanced web development software.  
 
Journalism 
 
 
JRN 448  Online Journalism Practicum 
Applying various online journalism theory and skills, 
such as web design, audio and video production, and 
photography to publish a web magazine as a group.  
 
Journalism 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
JRN 449  Online Journalism Internship  
Experience in online journalism under professional 
and faculty supervision. May be applied toward 
journalism major and minor only with permission of 
faculty advisor.  
 
Journalism  
Michigan State 
University 
School of Journalism None JRN 400  Reporting for Online News 
Information gathering and reporting in multimedia 
platforms for online news delivery. Online style, 
text, headline, video, audio and other interactive 
elements will be used to produce online news 
packages for publication.  
 
Journalism 
 
 
 
 
 
 
 
JRN 438  Online Publishing: Design for the Web  
Theory of and practice in designing online (Web) 
publications. Content gathering, including text, 
digital images and multimedia elements. 
Information, interaction and presentation design.  
 
Journalism  
MINNESOTA St. Cloud State 
University 
Department of Mass 
Communications 
 
Adv 
PR 
None   
University of 
Minnesota 
School of Journalism 
and Mass 
Communication 
 
Strategic 
comm. 
None   
MISSISSIPPI Jackson State 
University 
Department of Mass 
Communications 
IMC MC 320  Online Journalism 
Students are exposed to the unique skill sets needed 
for online news storytelling that often integrate a rich 
repertoire of headlines, text, pictures, audio, video, 
slideshows, animation and/or interactive features on 
a news website.  
 
Journalism  
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
University of 
Mississippi 
Department of 
Journalism 
 
PR None   
University of 
Southern 
Mississippi 
School of Mass 
Communication and 
Journalism 
Adv 
PR 
 
 
None   
MISSOURI  
 
Southeast 
Missouri State 
University 
 
Department of Mass 
Media 
Adv 
PR 
None   
University of 
Missouri 
School of Journalism Strategic 
comm. 
 
Adv (MA) 
 
JOURN 4140/7140  Interactive Techniques 
Designed for advanced strategic communications 
students preparing for careers in interactive media. 
Section topics may vary. 
 
Multimedia  
 
JOURN 4262/7262  Interactive Advertising I  
Course covers every step from integrating Internet 
efforts into the overall strategic communication plan 
to building a website that works. Designed for those 
with an interest in interactive advertising. 
 
Internet 
 
 
 
Yes 
 
 
 
JOURN 4263/7263  Interactive Advertising II 
Course goes in-depth on top issues in the interactive 
process from video advertising to social networking 
sites and how to increase campaign performance 
with web analytics. Designed for those who want a 
career in interactive advertising.   
 
Internet 
 
 
 
 
 
 
Sent 
request 
 
JOURN 4812/7812  Online audience development 
Experience in developing online audiences gained 
through hands-on work at an Internet site.   
 
Internet 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
JOURN 4974/7974  Advanced Internet 
Applications for Radio/TV News 
Integration of advanced Internet research and 
publishing skills with production and management of 
the KOMU-TV/KBIA Radio World Wide Web news 
service.  
 
Journalism 
 
 
MONTANA The University 
of Montana 
 
School of Journalism None NA   
NEBRASKA University of 
Nebraska 
College of 
Journalism and Mass 
Communications 
 
Adv None   
NEVADA 
 
University of 
Nevada, Reno 
Donald W. Reynolds 
School of Journalism 
Adv 
PR 
 
Interactive 
environme
ntal 
journalism 
(MA) 
Jour 451  Interactive Media 
Study and produce multimedia products for websites. 
Multimedia 
 
 
 
Jour 755  Fundamentals of Participatory 
Journalism  
Introduction to the concepts and tools of interactive 
participatory journalism including social networking, 
interactive publishing, and other new forms of 
media. 
 
Journalism 
 
 
 
 
 
 
Jour 756  Fundamentals of Interactive Narrative 
Journalism  
Study and production of convergent media to create 
documentary forms of journalism incorporating a 
variety of multimedia tools. 
Multimedia 
 
 
 
 
 
 
  
94 
State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Jour 723  Interactive Publishing  
Students will conceptualize, produce and evaluate 
innovative, advanced interactive journalism in a 
newsroom environment with teams and deadlines. 
 
Multimedia 
 
 
Jour 651  Interactive Narrative 
(Course description could not be found on website.) 
 
Multimedia 
 
 
NEW MEXICO New Mexico 
State University 
Department of 
Journalism and Mass 
Communications 
 
Adv 
PR 
None   
University of 
New Mexico 
Department of 
Communication and 
Journalism 
Adv 
PR 
279/479  Electronic Publishing  
Introduction to writing and designing electronic 
publications, using personal computers and on-line 
publishing software. Emphasizes use of graphics and 
text to communicate with users of the Internet.  
 
Design  
NEW YORK Columbia 
University 
Graduate School of 
Journalism 
 
None NA   
Hofstra 
University 
Department of 
Journalism 
 
PR None   
Iona College Department of Mass 
Communication 
Adv 
PR 
MCO 418  Interactive Advertising 
Applies general advertising theory to the use of 
interactive media, especially the Internet. The 
advantages and disadvantages of using interactive 
media in advertising campaigns are explored. 
Emphasis is placed on developing the right strategies 
and using the right tools for reaching specialized 
audiences in a fragmented, yet digitally connected 
world.  
 
Multimedia  
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Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
New York 
University 
Department of 
Journalism 
 
None NA   
Syracuse 
University 
S.I. Newhouse 
School of Public 
Communications 
Adv 
PR 
ADV 523/ICC 523  Interactive Advertising and E-
branding  
Exploration of interactive advertising and e-
branding. Strategies for building an online brand. 
Use of interactive technologies to develop customer 
relationships.  
 
Internet 
 
 
 
 
ICC 585  Advanced Interactive Communication 
Practical experience in non-linear storytelling and/or 
information design. Creation of messages and 
interfaces using audio, visual, and tactile cues to 
direct and enhance user comprehension. Delivery of 
content through CD-ROM and Internet technology. 
 
Multimedia  
NORTH 
CAROLINA 
Elon University School of 
Communications 
Strategic 
comm. 
COM 322  Corporate Publishing  
Print and web media (publications, public relations, 
advertising and the internet) are used to 
communicate with internal and external publics. This 
course emphasizes effective visual design and 
publishing for corporate purposes.  
 
Design 
 
 
 
 
 
COM 350  Web Publishing 
Students analyze the effective use of the internet as a 
publication tool, the importance of web design, and 
the internet’s impact on society. Students experiment 
with diverse ways of using media such as text, 
graphics, sound and video to effectively transmit 
information and data and to interact with users.  
 
Design 
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Department 
Strategic 
comm. 
sequences
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Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
COM 450  Multimedia Journalism 
Students gather and present news and information in 
a converged media environment that combines text, 
graphics, photojournalism, audio and video. Students 
work as individuals and in teams to write, report and 
produce online multimedia products. This 
culminating course in the Journalism major also 
explores career opportunities.  
 
Journalism  
North Carolina 
Agricultural 
and Technical 
State University 
 
Department of 
Journalism and Mass 
Communication 
PR None   
University of 
North Carolina 
at Chapel Hill 
School of Journalism 
and Mass 
Communication 
 
Adv/PR (See Appendix D.)   
OHIO Bowling Green 
State University 
Department of 
Journalism 
PR JOUR 4600  Online Journalism  
Reporting, writing and editing news for interactive 
media, particularly the Internet. Special emphasis on 
the unique attributes of interactive media and how 
these attributes affect content. Usability, web design 
and HTML authoring.  
 
Journalism Yes 
Kent State 
University 
School of Journalism 
and Mass 
Communication 
Adv 
PR 
JMC 40012/50012  Online Journalism  
Study and evaluation of online news and news sites; 
reporting and writing for online news media; design, 
production and maintenance of an online news site; 
ethical, legal and economic issues related to online 
news. 
 
Journalism 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
JMC 40030  Collaborative Online Producing  
The use of multimedia and interactive storytelling 
tools such as video, audio and graphics. Students 
work in teams to produce packages for online news 
sites and organizational videos.   
 
Multimedia 
 
 
JMC 48003/58003  Public Relations Online 
Tactics 
Explores fundamentals of Web site planning and 
design and provides hands-on skills development 
using the full range of cybermedia techniques. 
Includes emphasis on writing for online audiences.  
 
Internet  
Ohio University E.W. Scripps School 
of Journalism 
Adv 
PR 
Online 
journalism 
JOUR 314/514  Fundamentals of Online 
Journalism 
Selecting, editing, writing, and formatting content for 
Web-based media. Evaluating and criticizing online 
journalistic practices.  
 
Journalism 
 
 
JOUR 407/507  Electronic Publishing 
Introduction to the production, design, and 
techniques of electronic publishing using a 
journalistic approach. Explores many software 
packages for electronic publishing.  
 
Journalism 
 
 
JOUR 415  Online Journalism Practice 
Development and production of a news site 
incorporating audio, video, and text formats. Stress 
on newsgathering and presentation skills in an online 
media environment.  
 
Journalism 
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Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
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JOUR 416  Seminar in Online Journalism 
Introduction to ethical, theoretical, and societal 
issues of the Internet and online journalism. Digital 
divide and diversity, social impact of the Internet, 
and communicators’ new roles in a globally 
networked society.  
 
Journalism 
 
 
JOUR 418  Web Editing and Management 
A problem-solving approach to creation and 
management of interactive features; evaluating 
effectiveness of Web sites; strategies and problems 
of site development.  
 
Conceptual 
 
 
OKLAHOMA Oklahoma State 
University 
School of Journalism 
and Broadcasting 
Adv 
PR 
JB 3623  Internet Communications  
Theoretical and practical understanding of how the 
Internet is changing the way mass media and media-
related organizations communicate with audiences.  
 
Conceptual  
University of 
Oklahoma 
Gaylord College Adv 
PR 
4683/G5683  Interactive Multimedia Design  
Description and history of Interactive Multimedia. 
Explore current uses of these new technologies and 
receive instruction in practical application. Students 
conceive and design IAM programs, incorporating 
computer graphics, text, animation, audio and video. 
 
Multimedia 
 
 
 
 
 
 
4783/G5783  Advanced Interactive Multimedia 
Design  
Explores blending content with delivery in 
computer-based media. Studies combining text, 
audio, video and images on different platforms. 
Develops advanced skills in conceptualization, 
planning and design.  
 
Multimedia  
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
OREGON University of 
Oregon 
School of Journalism 
and Communication 
Adv 
PR 
 
Strategic 
comm. 
(MA or 
MS) 
 
465/565  Cyberjournalism  
Critically examines components of online 
journalism; explores various aspects of web 
publishing. Participants collaborate in creating a 
class website.  
 
Journalism 
 
Yes 
PENNSYLVANIA Pennsylvania 
State University 
College of 
Communications 
Adv 
PR 
COMM 270 Introduction to Multimedia 
Production  
Introduction to multimedia project activities to 
explore image editing, layout, the integration of texts 
and images and web architecture. 
 
Multimedia  
Temple 
University 
Department of 
Journalism 
 
None NA   
SOUTH 
CAROLINA  
 
University of 
South Carolina 
School of Journalism 
and Mass 
Communications 
Adv 
PR 
 
Integrated 
comm. 
(MMC) 
 
JOUR 5xx  Online and Interactive Advertising 
This course is designed to provide an overview of the 
tools, strategies, and practices related to online and 
interactive advertising. The emphasis in the course is 
on the analysis of existing online advertising tools to 
provide insight into both the use of these tools and 
the future evolution of the field. The course also 
explores the structure and functions of corporate 
Web presence, including public relations, market 
surveillance, and online sales. Students will explore 
the range of online media, including the forms of 
online advertising, creation of Web sites to take 
advantage of online advertising, measuring online 
advertising effectiveness, and driving traffic to Web 
sites. (This course was not listed online, but the 
professor, nevertheless, sent his syllabus.) 
 
Internet Yes 
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Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Winthrop 
University 
Department of Mass 
Communication 
 
IMC None   
SOUTH DAKOTA  
 
South Dakota 
State University 
Department of 
Journalism and Mass 
Communication 
 
Adv None   
University of 
South Dakota 
Department of 
Contemporary Media 
and Journalism 
Adv 
PR 
MCOM 441  Internet Marketing Communication 
This intensive course is designed to teach students 
the design and programming skills necessary to 
create web pages and engage in Internet advertising 
and marketing. Students learn to use editing tools to 
write HTML codes, format texts and tables, create 
forms and banner ads, and implement interactive 
features on the web. Theories and practices involving 
Internet marketing and advertising will also be 
discussed. 
 
Design  
TENNESSEE East Tennessee 
State University 
Department of 
Communication 
 
Adv 
PR 
None   
Middle 
Tennessee State 
University 
 
College of Mass 
Communication 
None NA   
University of 
Memphis 
Department of 
Journalism 
Adv 
PR 
Internet 
journalism 
JOUR 3500  Survey of Internet Journalism 
Social, legal and ethical issues concerning online 
reporting; social impact online reporting on society; 
comparison of new medium and traditional mass 
media; analysis of online content; process of online 
production and development of production tools. 
 
Journalism 
 
 
 
 
Yes 
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Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
JOUR 4500/6500  Mass Media Website 
Management I  
Creation of journalism /mass media organization 
World Wide Web sites including conceptualization, 
layout, and integration of traditional news and 
information products; theoretical and ethical issues 
involving mass media publishing content on the 
Internet including concepts of product placement and 
audience engagement with news, public relations, 
and advertising. (This course is suggested for PR 
students.) 
 
Design 
 
Yes 
 
   JOUR 4550/6550  Mass Media Website 
Management II 
Advanced techniques in design, creation, 
maintenance of mass media websites; advanced 
software practices and skills; complex web 
programming, interface design, information 
architecture, web multimedia. 
 
Design 
 
Yes 
 
   JOUR 4560/6560  Online Journalism Presentation 
Advanced techniques in online journalism 
presentation using multimedia stories and story 
elements, including video, audio, photos, texts.  
 
Multimedia Yes 
 
University of 
Tennessee, 
Knoxville 
College of 
Communication and 
Information 
 
Adv 
PR 
None   
University of 
Tennessee at 
Chattanooga 
 
Department of 
Communication 
None NA   
  
102 
State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
University of 
Tennessee at 
Martin 
Department of 
Communications 
PR COMM 323  Communications and the World 
Wide Web 
Study and application of mass communication and 
media-related topics as related to the World Wide 
Web and the Internet. Emphasis on Web site design 
and authoring as mass communication and the use of 
the Internet by broadcasters, journalists and public 
relations and marketing communication practitioners. 
 
Conceptual  
TEXAS  
 
Abilene 
Christian 
University 
Department of 
Journalism and Mass 
Communication 
Adv/PR JMC 452  Advanced Digital Media  
An active study of the theory and application of 
digital media techniques, emphasizing real-life 
projects, information architecture and professional 
Web-building software. 
 
Conceptual  
Baylor 
University 
Department of 
Journalism 
PR 4340  Writing and Editing for On-Line Media 
Technical skills, writing and editing for web-based 
mass communication. Students will learn 
the coding language, some image manipulation and 
writing hypertext information for web-based mass 
media and public relations and apply this learning in 
a project. 
 
Design  
Texas Christian 
University 
Schieffer School of 
Journalism 
Strategic 
comm. 
 
Adv/PR 
(MS) 
JOUR 20453  Interactive Communication Design 
Study of the Web and interactive communication, its 
history, social and business perception and 
application. Introduction to advanced design 
software. Overview of planning and construction of 
convergence platforms including blogs, Web sites 
and Flash multimedia. 
 
Multimedia 
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State University College, School, or 
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Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Texas State 
University – 
San Marcos 
School of Journalism 
and Mass 
Communication 
Adv 
PR 
 
Strategic 
comm. 
(MA) 
 
New 
media 
(MA) 
4336D  Web Design and Publishing 
This course is designed to instruct students in Web 
site construction and design. Students will learn 
HTML coding and then be introduced to popular 
Web design and graphics programs including 
Dreamweaver, Photoshop, and Flash, as well as the 
multimedia program iMovie. 
 
Design 
 
 
Yes 
5304I  Seminar in New Media Issues 
This course will examine new technologies such as 
the Internet, computers, cable, DVD and other digital 
technologies. Issues discussed will include 
convergence, digital divide, the role communication 
will play in the new media environment, diffusion 
and the impacts of new media technologies on 
society and culture. 
 
Conceptual 
 
 
5304J  Multimedia Design and Production  
This course will address the theories and practice of 
digital video production, including nonlinear editing, 
graphics creation, multi-channel audio mixing, and 
streaming video. The course is designed for the 
novice editor with the expectation that students 
complete a creative project for distribution by the 
electronic media. 
 
Multimedia 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
5304K  The Internet and Mass Communication  
The course will critically examine the theories, 
methods and applications of communicating on the 
Internet. The course includes designing and writing 
for the web and techniques used in media 
management, advertising, public relations, print and 
the electronic media. Students will demonstrate the 
strategies and principles learned through a final web 
project. 
 
Design 
 
 
Texas Tech 
University 
College of Mass 
Communications 
Adv 
PR 
3340  Internet and New Media Advertising  
Explores Internet and new media advertising issues 
and techniques. Includes evaluating and creating 
Internet and new media-based advertising 
campaigns. 
 
Conceptual  
University of 
North Texas 
Mayborn School of 
Journalism 
Strategic 
comm. 
3340  Online Journalism 
Focuses on the evolution of traditional media 
transforming from analog to digital media. 
Analyzing online news web sites, discussing the role 
of interactivity, learning basic elements of web site 
design and multimedia storytelling. Comparative 
analysis of news writing and blogs. Writing and 
editing stories for the web. Creating and maintaining 
an individual blog. In-class writing and editing on 
deadline exercises; integrating photos, videos, audio 
and graphics into web sites. Focus on principles of 
ethics and standards of online news. Exploring new 
technologies and impact on journalism.  
 
Journalism 
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Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
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4720  Photojournalism and the Web.  
Examines the photographic “digital chain”: capture, 
input, manipulation, output and storage of images. 
Darkroom tasks such as cropping, dodging, burning 
and color balancing are performed digitally. Basic 
software is taught to provide sufficient skills to 
produce digital photo essay pages. Group projects 
are put on the World Wide Web. The major 
emphasis is the prepress handling of photographs and 
the creation of visual communication materials 
appropriate for various types of publications 
including online. Ethical and legal concerns involved 
in working with digital images are addressed.  
 
Multimedia  
University of 
Texas 
 
School of Journalism None NA   
UTAH Brigham Young 
University 
Department of 
Communications 
 
Adv 
PR 
None   
University of 
Utah 
Department of 
Communication 
Strategic 
comm. 
New 
media 
3510  Introduction to Web Design 
Introduces the basics of web site design with 
emphasis on the design process; visual 
communication principles; usability; and current web 
communication theory and criticism.  
 
Design 
 
 
 
 
 
 
5510  Advanced Web Design  
Integrates advanced web communication 
theory/criticism with a comprehensive exploration of 
the technologies used in web site development and 
design, including XHTML, CSS and JavaScript. 
 
Design 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
5520  Interactive Narrative 
This course focuses on the design and theory of 
interactive narrative. Students deconstruct the 
ideology of authorship and user agency while 
creating original art, graphics, audio, and interactive 
computer-animated media for distribution via the 
Web. 
 
Multimedia 
 
 
5670  Activism and New Media 
Social movement theory as informed by new media 
studies. Students investigate the application of new 
media technologies/ICTs in social movement 
activism, and engage in media production focused on 
social change and using podcasts, blogs, wikis, and 
other web-based technologies to creatively engage in 
civil society. 
 
Internet  
VIRGINIA Hampton 
University 
Scripps Howard 
School of Journalism 
and Communications 
PR JAC 301  Online Journalism  
This course introduces students to the emerging field 
of online journalism. It teaches basic Web design and 
the use of text, graphics, video and audio on the 
Web. It examines the pressures, pitfalls and 
advantages of online reporting. It stresses sound 
journalistic news values and judgment for reporting 
responsibly in the new world of online journalism.  
 
Journalism  
Norfolk State 
University 
Department of Mass 
Communications and 
Journalism 
 
None NA   
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Virginia 
Commonwealth 
University 
School of Mass 
Communications 
Adv 
PR 
MASC 431  Digital Public Relations 
Focuses on how to maximize digital technologies to 
improve public relations efforts. Focusing on both 
technique and theory, students will learn some of the 
most in-demand skills, including how to increase 
traffic at a Web site and how to promote a product, 
event or company online; media strategy, including 
digital press releases and online news rooms; content 
syndication; digital chat tours; online seminar; online 
newsletter; blogs; and mobile phone applications. 
 
Internet 
 
 
 
 
 
MASC 485  Web Site Design 
Students will receive an introduction to the 
processes, principles and tools of Web site design, 
development and production. The course will focus 
on the development of strong interactive interfaces, 
animation, graphic images, text, and functional site 
design and organization. In this hands-on, computer-
based course, students will design and develop a 
comprehensive site and launch it to the Internet. 
Increasing the students' knowledge of design 
principles and technical skills with Web 
development tools will be emphasized.  
 
Design 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
MASC 609  Information Architecture 
Designing and building information in the new 
media space. Students learn the power of user 
interaction, efficient usability and digital 
ergonomics. Information architecture is the effective 
coordination and selection of information -- what 
you leave out is as important as what you leave in. 
Students will be familiar with tracking data and site 
analytics for the best brand experience. Truly good 
design work always looks to break new ground or 
tries to explore new territory; this course is no 
exception.  
 
Design 
 
 
MASC 610  Creative Computational Media 
Emphasizes advanced programming techniques for 
creative Web applications. The role of the course is 
to teach students the latest technological advances in 
branding. Students are expected to design what's 
next. Students will also learn the production process 
and the development lifecycle, including 
consideration of project management approaches and 
development methodologies. This is a creative 
course in technology.  
 
Design 
 
 
MASC 633  User Participation Platforms 
Harness the power of Web users by designing within 
the architecture of user participation. Branding is no 
longer a one-way communication model. This course 
focuses on understanding and managing the 
communications from consumers to other consumers 
via the Web. Students will learn to cultivate organic 
growth and orchestrate grass roots efforts.  
 
Internet  
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
MASC 635  Creating Gravitational Pull 
Driving traffic to Web sites. Includes search engine 
optimization and search engine marketing, but goes 
way beyond. Designing integrated brand campaigns 
linking different channels and media types to take 
consumers on a journey with different touch points, 
channels and devices. Students will use proven 
strategies and design campaigns to have a live Web 
site and pull visitors to it. Students are expected to 
demonstrate their abilities on live sites where the 
effectiveness of their efforts is realized in real-time 
results.  
 
Internet 
 
 
MASC 637  Adaptive Experiences 
Designing Web systems that adapt to the user. The 
result is Web sites that automatically improve their 
organization and presentation by learning from user 
patterns. The course covers user models, adaptive 
technologies and systems with the goal of enriching 
the consumer/user experience. Designing the model 
so adaptive design helps drive the e-branding efforts. 
The systems flow from content to interaction 
seamlessly; the back end ties right into the supply 
chain and the user database, and back to branding 
and CRM campaigns. 
 
Multimedia  
MASC 638  Digital Engagement 
Enhancing the digital user's experience. Students 
explore ways to engage consumers online. User 
tracking and site analytics are explored. The focus is 
to realize the true potential of the Web as a platform 
(not just a place for read-only Web sites). Core 
aspects of the future of the Web are explored. 
Students will be familiar with current engagement 
Internet 
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Department 
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comm. 
sequences
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Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
techniques, and they will create new ways to connect 
with consumers.  
 
MASC 642  Online Journalism I 
Exploration of various means of journalistic 
communication using online resources. Various 
multimedia projects will be reviewed and discussed, 
as well as the best use and application of media types 
based on the information being communicated. 
Students will research news stories and examine the 
effectiveness of online presentations while exploring 
how online journalism can work with more 
traditional forms of communication.  
 
Journalism 
 
 
 
 
 
 
 
 
 
 
 
 
MASC 643  Online Journalism II 
Development of online journalism production skills 
and familiarity with the best uses and practices for 
publishing material on the Web and for 
administering news Web sites. Students will learn 
the skills for posting media and also about the 
systems for maintaining new organizations' entire 
Web sites.  
 
Journalism 
 
 
 
 
 
 
 
 
Sent 
request 
 
 
 
 
 
 
 
MASC 671  Strategic PR in a Digital 
Environment 
An introduction to the thinking and actions required 
to communicate strategically in today's dynamic 
socioeconomic environment. Focus is on the skills 
and information to handle strategic public relations. 
Introduces cutting-edge technology and using the 
Internet as a strategic communications tool. 
Professional responsibilities emphasized.  
 
Internet Yes 
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
Washington and 
Lee University 
Department of 
Journalism and Mass 
Communications 
 
None NA   
WASHINGTON University of 
Washington 
Department of 
Communication 
 
None NA   
WEST VIRGINIA 
 
Marshall 
University 
W. Page Pitt School 
of Journalism and 
Mass 
Communications 
Adv 
PR 
Online 
journalism 
JMC 461/555/560  Web Strategies  
Examination of web strategies in news and strategic 
communication contexts. Includes online media 
trends, content development, ethical issues and best 
practices.  
 
Conceptual 
 
 
 
 
 
JMC 462/555/561  Web Design & Mass Media  
Creative and practical aspects of typography, design 
and interactivity of online communications for the 
mass media.  
 
Design  
West Virginia 
University 
P.I. Reed School of 
Journalism 
Adv 
PR 
 
IMC (MS) 
PR 333  Introduction to Web Design 
Using the web in PR campaigns, hand-coding 
HTML, design concepts, layout, hyperlinks, images, 
tables, web-production software, establishing and 
maintenance of web server account, uploading files. 
Design 
 
 
 
 
 
Sent 
request 
IMC 619  Emerging Media & the Market  
An inside look at how modern industry uses 
emerging media to enhance the IMC process. 
Webcasts, podcasts, social marketing, RSS feeds, 
blogs, ethics and the targeting of youth and 
minorities are discussed. 
 
Internet  
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State University College, School, or 
Department 
Strategic 
comm. 
sequences
12 
Courses about the Internet or World Wide Web Type of 
course13 
Syllabus 
collected 
WISCONSIN 
 
Marquette 
University 
J. William & Mary 
Diederich College of 
Communication 
Adv 
PR 
Corporate 
comm. 
 
ADPR 4300/5300  Advertising, Public Relations 
and the Internet 
To introduce students to contemporary issues facing 
advertising and public relations practitioners using 
the Internet to improve communication for their 
clients or organizations. To investigate in some depth 
the implications of the Internet as a communication 
tool in major areas of advertising and public 
relations, including audiences, messages, integration 
with other more traditional media, public opinion, 
relationship building with various publics, and e-
commerce as well as legal and ethical uses of the 
Internet. Course does NOT provide instruction on 
how to create Web pages or any of the other 
technical aspects of Internet use. Course focuses on 
discussion of strategic approaches to using the 
Internet for advertising and public relations 
applications.  
 
Internet 
 
Sent 
request 
University of 
Wisconsin – 
Eau Claire 
Department of 
Communication and 
Journalism 
 
Adv 
PR 
None   
University of 
Wisconsin – 
Oshkosh 
Department of 
Journalism 
PR 
Adv 
Journalism 451  Online Publishing  
Study of the Internet as a medium for news, 
information and commerce; introduction to the 
mechanics of Web publishing. Writing, editing and 
image production for online publication. Semester 
project.  
 
Journalism  
University of 
Wisconsin – 
River Falls 
 
Department of 
Journalism 
None NA   
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APPENDIX D 
Internet and Web-Related Courses Offered at UNC-Chapel Hill 
 
School Of Journalism And Mass Communication14 
 
JOMC 187 Introduction to Multimedia 
 
Prerequisite, permission of the school. Basics of production and publication of 
journalistic multimedia content. Understanding of ethics and application of current 
technology, techniques, and design theories will be critical elements of all course work. 
 
JOMC 349 Introduction to Internet Issues and Concepts 
 
Students develop an understanding of social, legal, political, and other issues related to 
and use of the Internet. Offered online. 
 
JOMC 581 Multimedia Design 
 
Prerequisite, permission of instructor. Introduction to five basic areas of excellent 
multimedia design through examination of the latest research, design theory and industry 
projects. Class consists of lectures, critiques, discussion and hands-on storyboard creation. 
Knowledge of a graphic design, layout or animation program such as Freehand, 
Illustrator, Photoshop, InDesign, Quark or Flash is a prerequisite. 
 
JOMC 582 Interactive Multimedia Narratives 
 
Prerequisites, JOMC 187 and permission of instructor. Issues and applications in 
cybercasting and cyberpublishing. Class will create and cyberpublish and cybercast 
projects on the Internet while exploring the effective use of Internet technologies and 
current issues. 
 
JOMC 583 Multimedia Programming and Production 
 
Prerequisites, JOMC 187 and permission of instructor. Advanced course in which 
students blend a variety of story-telling media into journalistic multimedia products. 
Students design and produce projects combining photography, audio, video, type and 
informational graphics. 
                                                 
 
 
 
14 University of North Carolina at Chapel Hill, School of Journalism and Mass Communication. Course 
directory. Retrieved Jan. 31, 2010 from http://www.jomc.unc.edu/graduate-studies-graduate-
students/course-directory 
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JOMC 584 Documentary Multimedia Storytelling 
 
Prerequisites, Any one of the following: JOMC 480, 484, 582 or 583 and permission of 
instructor. Open to students who have completed an advanced multimedia, 
photojournalism or electronic communication course and have permission of the 
instructor. Students will design, produce and program a major documentary multimedia 
web site under the direction of a team of professors and practitioners. Sites and projects 
change each semester. Classes often involve travel and an additional fee. 
 
JOMC 710 Computing Concepts and Issues: Power Tools of the Mind 
 
Offered online. This course has one overarching goal: to help you develop an 
understanding of the social, legal, political and other issues relating to access and use of 
the Internet, especially the World Wide Web. The course will make sense of the digital 
revolution that's sweeping the globe and introduce you to the people and products, 
companies and concepts, issues and innovations that are shaping the future. JOMC 710 
and 712 are open to non-JOMC graduate students on a space-available basis. 
 
JOMC 711.956 Writing for Digital Media 
 
Offered online. New technologies have in some ways transformed human communication, 
creating new meanings and even entirely new media. This course aims to foster effective 
communication in digital and online environments, a goal predicated on learning and 
understanding the audience(s); knowing how different media work, as well as the unique 
limits and possibilities of these new media; and learning how to develop appropriate 
content for different formats and environments. Students analyze the technical and 
rhetorical elements necessary to create content for online environments, including 
interactivity, hyperlinking, spatial orientation and nonlinear storytelling. Note: 
Enrollment limited to students admitted to the Certificate in Technology and 
Communication program and JOMC graduate students. 
 
JOMC 712 Visual Communication and Web Design 
 
Offered online. Focusing on the new communication technologies that have created new 
media, new language and new visual interfaces, this course introduces the student to 
principles and concepts of visual communication and design and how they are being used 
in this new cyber medium. Students will learn the rich history of visual images and the 
conceptual framework of visual communication. They will examine elements of visual 
images to learn basic design theory and techniques. These visual information concepts 
will then be applied to the Internet. Students will learn to analyze how diverse visual 
elements are used in graphics and graphics design, page design, site planning and 
navigation, and computer system and human interface design, as well as usability, 
navigation and accessibility. JOMC 710 and 712 are open to non-JOMC graduate 
students on a space-available basis. 
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JOMC 713.956 Global Impact of New Communication Technologies 
 
Offered online. Communication technology has changed the way we live, think and 
communicate. This course will address the role of interactive media in transforming 
business and society around the world from social, ethical, legal, and economic 
perspectives. Course content will include analyses of the global impact of new 
communication technologies such as the Internet, digital communication, wireless 
computing, media technologies, electronic mass media, computers, consumer electronics, 
satellite systems, telephony, and personal communication devices. Students will develop 
conceptual tools for examining the psychological, political, social, and cultural 
implications of various communication technologies and the future of communication. 
 
JOMC 714.956 Database and Web Research 
 
Offered online. For many people, including journalists, online research means going to 
Google, entering a couple of search terms and hoping for the best. The information you 
want might be there, but how long is it taking you to find it? What about the authority 
and timeliness of that information? Are there other sources available online (or in print) 
that might provide you with better or additional information? What strategies might 
improve the efficiency and effectiveness of your research? This course will answer those 
questions and others. Note: Enrollment limited to students admitted to the Certificate in 
Technology and Communication program and JOMC graduate students. 
 
JOMC 743 Media Management 
 
Through readings and discussions with guest speakers, students will examine significant 
issues in the management of print, broadcast and Web media. Topics include profits and 
quality, media convergence, diversity, economics, and organizational behavior and 
communication. 
 
School Of Information And Library Science15 
 
INLS 318: Human-Computer Interaction 
 
Prerequisite: INLS 382. Design, implementation, and evaluation of interfaces for 
computer systems. User-based techniques, usability issues, and human factors.  
 
 
                                                 
 
 
 
15 University of North Carolina at Chapel Hill, School of Information and Library Science. Course 
descriptions. Retrieved Jan. 31, 2010 from http://sils.unc.edu/programs/courses/descriptions.html 
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INLS 261/461: Information Tools 
 
Tools and concepts for information use. Information literacy, computer software use and 
maintenance, computer applications, and networked information systems. Note: Students 
taking INLS 261 may not enroll in INLS 461 and vice versa.  
 
INLS 572: Web Development I 
 
Prerequisite: INLS 261 or INLS 461. Introduction to Internet history, architecture and 
applications. Introduces design principles for creating usable and accessible Web sites. 
Develops technical skills and understanding of standards.  
 
INLS 672: Web Development II 
 
Prerequisite: INLS 572. Study of design and implementation of dynamic Web pages and 
applications using both client and server side configuration and programming. Example 
topics include PHP, Ruby on Rails, and Javascript.  
 
INLS 715: User Perspectives in Information Systems and Services 
 
Explores the roles of information in human activity. Resulting insights are directed 
toward design of user-oriented systems. Psychological, social, economic, political, task, 
and other situational perspectives are taken.  
 
INLS 718: User Interface Design 
 
Prerequisite: INLS 582. Basic principles for designing the human interface to information 
systems, emphasizing computer-assisted systems. Major topics: users' conceptual models 
of systems, human information processing capabilities, styles of interfaces, and 
evaluation methods.  
 
INLS 760: Web Databases 
 
Prerequisites: INLS 572 or equivalent, INLS 623 and programming experience. Explores 
concepts and practice surrounding the implementation and delivery of Web-enabled 
databases. Students will gain experience with and evaluate PC and Unix Web database 
platforms.  
 
INLS 762: Internet Issues and Future Initiatives 
 
Prerequisites: INLS 461 or equivalent, and permission of instructor. Members of this 
seminar discuss emerging Internet policy issues such as copyright, intellectual property, 
privacy, and security, and explore emerging Internet tools and applications. 
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INLS 818: Seminar in Human-Computer Interaction 
 
Prerequisite: INLS 718 or permission of instructor. Research and development in design 
and evaluation of user interfaces that support information seeking. Major topics: 
interactivity, needs assessment, query and browser interactions, interactive design and 
maintenance, usability testing. 
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APPENDIX E 
Sample Syllabi 
 
ONLINE and INTERACTIVE ADVERTISING 
JOUR 5xx 
 
Instructor:   Professor Augie Grant       
Email:  augie@sc.edu 
Office:       3020H         
Office Phone:  777-4464 
Office Hours:  Tuesday and Thursday 1:30-3:30 
Wednesday:  9:30-10:30 
Other times and days by appointment 
Class meets:  Monday-Thursday  10:30-12:45   in Coliseum 3004 
 
COURSE SUMMARY 
 This course is designed to provide an overview of the tools, strategies, and 
practices related to online and interactive advertising.  The emphasis in the course is on 
the analysis of existing online advertising tools to provide insight into both the use of 
these tools and the future evolution of the field. The course also explores the structure 
and functions of corporate Web presence, including public relations, market surveillance, 
and online sales. Students will explore the range of online media, including the forms of 
online advertising, creation of Web sites to take advantage of online advertising, 
measuring online advertising effectiveness, and driving traffic to Web sites. 
 
READINGS 
 Readings will come from the Internet.  A list of links to Internet readings will 
either be mailed to individual students or available on Blackboard.  Detailed reading 
assignments are listed in this syllabus; dates for reading assignments are subject to 
change.  Any day's discussion may be postponed or canceled to deal with contemporary 
topics.  Note:  For any topic, you may be able to find more updated information on the 
Internet—you are encouraged to use all tools available to you to help provide up-to-date 
perspective on the subjects discussed in this class. 
 
 All students are encouraged to subscribe to and read at least one online 
publication throughout the term. Examples are Web Site Magazine 
(www.websitemagazine.com), Advertising Age (www.adage.com), and Broadcasting and 
Cable Magazine (www.broadcastingcable.com).  
 
ACADEMIC HONESTY 
 It is presumed that all work submitted is the original work of the student whose 
name appears on it and that the work was prepared originally and exclusively for this 
course.  All research notes and materials gathered for papers and reports should be kept 
and must be made available to the instructor at his request.  All such material will be 
returned to the student following the evaluation of papers and reports. 
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 Any violation of academic honesty will result in the maximum penalty the 
university allows.  Assisting in academic dishonesty is considered to be as wrong as 
committing an offense (e.g., letting someone copy one of your assignments during this or 
a future term will retroactively lower your grade to the maximum extent allowed).  
Examples of prohibited activities include, but are not limited to, those listed above, those 
published by the university, and those mentioned in class. Bottom line:  when in doubt, a 
practice is probably not permissible. Ask first! 
 
COURSE EVALUATION 
 You will have the opportunity to evaluate the course and instructor near the end of 
the term; your responses will not be available to the instructor until after final grades are 
reported. 
 
GRADE SCALE 
 This course uses an "objective" grading system in which points are awarded for 
each assignment.  At the end of the term, these points will be totaled and the final grade 
will be based upon the total number of points earned using the following scale: 
   90-100     A 
   80-89.9    B 
   70-79.9    C 
   60-69.9    D 
   below 60   F 
Progress reports are available during any office hours.  Point totals will be updated on 
Blackboard daily. 
 
ASSIGNMENTS 
 The assignments for undergraduate students enrolled in this course include two 
campaign analyses, one group project, daily questions, and extra credit, each of which is 
explained on the next few pages.  Graduate students will do the same assignments plus a 
research paper.  The numbers below indicate the maximum number of points for each 
component of the final grade. All written assignments should be submitted in Word 
format via email:  augie@sc.edu 
 
Assignment Undergrad 
Students 
Graduate 
Students 
Due 
Dates 
Online Analysis 1 15 15 7/16 
Online Analysis 2 15 15 7/30 
Group Project 30 30 8/5 
Daily Questions 40 20 -- 
Research Paper -- 20 7/23 
Extra Credit 10 10  
 
 
LEARNING OUTCOMES 
 At the conclusion of the course, students will: 
• Be aware of the attributes of and how to use different forms of online advertising. 
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• Have the experience of conducting an online advertising campaign. 
• Know the procedures for designing, constructing, and implementing a Web site. 
• Know how to conduct an online advertising campaign. 
• Know how to evaluate online advertising and public relations campaigns. 
 
DETAILED ASSIGNMENT DESCRIPTIONS 
 The Online Analysis assignments require you to either evaluate an online 
advertising or public relations campaign or evaluate all of the advertising on an ad-
supported Web site.  The campaign analysis requires selection of a single product or 
brand with analysis of messages delivered across a wide variety of Web sites, including 
traditional advertising, promotion, and social media. The campaign analysis should 
provide an overview of the media used in the campaign, the target market, the desired 
outcome (prospecting, sales, awareness, etc.), and an evaluation of the destination Web 
site or other destination for the targeted consumers.  The Web site analysis requires 
selection of an ad-supported Web site, with analysis of the ads appearing on that site at 
one particular point in time, with attention to number and type of advertisers, distribution 
of ads (number per page), type of ads, etc. The assignment should be at least 1250 words, 
and it should include graphics or other illustrative material from the campaign.  The 
grade for this assignment will be split evenly between the evaluation of the individual 
elements of the campaign or Web site and the overall evaluation of the campaign or Web 
site. 
 
 The group project requires you to conduct an online advertising campaign for a 
selected client using an “Adwords”-type campaign for either a commercial or a non-profit 
organization.  (You may also choose to conduct a combination of sponsored links, banner 
ads, other online advertising, and a destination Web site if resources are available and 
you have the requisite background in graphics).  In addition to creating the campaign, you 
will be required to evaluate the success of the campaign using click-through and 
conversion rates.  If you choose a non-profit client, a small budget will be allocated to 
your project. If you choose a for-profit client, the client must supply the budget for the 
project.  Groups can include up to three people, or you can choose to work alone on this 
project.  Evaluation of the project will be divided equally between the messaging used in 
the campaign and the outcome of the campaign (as measured by click-through or 
conversion rate). 
 
 Graduate students are required to write an additional paper exploring theory or 
practice in online media.  Topics should be customized to your interests and career plans, 
and must be approved by the instructor at least two weeks before the paper is due.  This 
assignment must be at least 1500 words, and should include graphics, pictures, or other 
relevant visual material. 
 
 Drafts of any assignment may be submitted to me for review no later than three 
days before the assignment is due.  Any such draft will be pre-graded; i.e., I will assign it 
a grade as if it was the final draft.  You then have the option to re-do the paper or accept 
the pre-grade. 
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 There will be no quizzes, tests, or final examination in this course. Instead, a 
single question will be asked at the beginning or end of class 17 times during the term. 
These questions will be drawn from each day's readings and/or lecture. Each correct 
answer is worth three points; partial credit may also be given.  Of the 51 points possible, 
a maximum of 40 will be counted towards the final grade, allowing four missed answers, 
absences, etc. Undergraduate students will get full credit for these points; graduate 
students will get ½ credit, earning a maximum of 20 points for the Daily Questions. Each 
student must bring a 3" x 5" index card to class every day for these answers.  Grades will 
be posted on Blackboard after each class.  Answer cards will be available for inspection 
during office hours, and any grade may be appealed within two weeks by writing an 
explanatory paragraph. 
 
 At least two means of earning extra credit are available for this course, and you 
may earn up to 10 extra credit points (added to your final grade).  The first can earn up to 
5 extra credit points. It requires you to choose and read a book dealing with any area of 
online advertising, preferably telling a “story” about a project or company.   Half of the 
paper should summarize the book; the other half should provide a critical analysis of the 
information in the book.  This paper should be 1000-1500 words long and must include 
references to the appropriate chapters in the text.  This paper is due July 31. 
 
 The second method of earning extra credit for undergraduates is to do the same 
research paper assignment required of graduate students.  This paper will be worth up to 
10 points of extra credit. 
 
COURSE OUTLINE 
 The is subject to change as developments in the industry or other factors warrant.  
Changes in reading assignments will be announced at least one class day in advance. 
 
Date Subject  Suggested Internet Reading 
7/7 Course Introduction  
7/8 Elements of Online & Interactive 
Adv. 
 
7/9 Banner Ads http://www.allgraphicdesign.com/advdesign.h
tml#banner  (follow links to specific content) 
   
7/13 Sponsored Links from Search 
Engines 
http://www.google.com/adwords/learningcent
er/ Sections 1-7 (Choose multimedia- or text-
based training) 
Grant & Wilkinson (2007) 
7/14 Interstitials, Pop-ups, Pop-
unders; Web sites as advertising 
and public relations tools. 
http://www.smashingmagazine.com/2008/01/
31/10-principles-of-effective-web-design/  
7/15 Push vs. Pull Advertising 
Strategies; Pricing Online Ads 
OYO Web search 
7/16 Other Display Advertising; 
Agencies and Online 
OYO Web search 
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Advertising; Web 2.0  
   
7/20 Ad Servers and Cookies http://www.compukiss.com/populartopics/co
mputercenterhtm/article816.htm  
http://www.geekontherun.net/cookies1.htm  
http://www.silicon-
press.com/briefs/brief.cookiead/index.html  
http://en.wikipedia.org/wiki/Ad_serving  
7/21 Email, Newsletter, and Other 
Sponsored Content 
http://www.thesitewizard.com/ezines/newslett
erpublishingtips.shtml  
http://www.website101.com/email_e-
mail/double-opt-in-email-lists.html  
http://www.tamingthebeast.net/articles3/email
-marketing.htm  
7/22 Legal Issues in Online 
Advertising 
http://www.allaboutyourownwebsite.com/lega
l.shtml 
http://www.ftc.gov/bcp/edu/pubs/business/eco
mmerce/bus61.shtm 
http://computer.howstuffworks.com/click-
fraud.htm  
FTC (2004) CAN-SPAM Act 
7/23 Web Site Design www.webstyleguide.com : Chapters 1, 2, 3, 4, 
& 5 
Valdes (2005) 
   
7/27 Writing Copy for Web Sites and 
Online Advertising 
http://www.webstyleguide.com  Chapters 6, 
7, 8, & 9 
Anderson et al. (2004); Kolsy et al. (2005) 
7/28 Creating Graphics and 
Animation for Web Sites & 
Online Advertising 
http://www.webstyleguide.com Chapters 11 
& 12 
OYO Web search 
7/29 Online Retailing; Affiliate 
Programs 
http://www.ecommerce-
guide.com/news/trends/article.php/979861  
http://www.goecart.com/online-business-
success.asp  
http://webstore.amazon.com/Online-Store-
FAQ/  
Leonard (2005) 
http://en.wikipedia.org/wiki/Affiliate_marketi
ng  
7/30 Social Media; Web Surveillance; 
Synergies in Web Design (Tech 
Support, Company Page, etc.) 
OYO Web search 
   
8/3 Web Traffic Analysis Leong (2003); Gassman (2004); Gassman 
(2005) 
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http://www.google.com/adwords/learningcent
er/#section8  
http://www.google.com/support/analytics/bin/
static.py?hl=en&page=guide.cs&guide=1977
9  
8/4 Search Engine Optimization http://www.google.com/support/webmasters/b
in/answer.py?hl=en&answer=35291 (Also, 
see link to PDF “Starter Guide.)  
http://computer.howstuffworks.com/search-
engine-optimization.htm  
http://en.wikipedia.org/wiki/Search_engine_o
ptimization  
8/5 Presentation of Final Projects  
 
Don’t forget to bring a 3x5 index card to class every day! 
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COURSE SYLLABUS 
 
Interactive Advertising I 
Journalism 4262/7262, Fall 2009 
Missouri School of Journalism 
Credits: 3 
 
Instructor 
Shelly Rodgers, Ph.D., Associate Professor 
218 Reynolds Journalism Institute 
Strategic Communication Faculty 
Missouri School of Journalism 
Phone: (573) 882-4213 
Email: srodgers@missouri.edu 
Office Hours: T/Th after class and by appointment (be sure to email first to reserve a spot 
during my office hours) 
 
Teaching Assistant/Coordinating Instructor 
Caitlin Johnson, M.A. Student 
Missouri School of Journalism 
Email: cejfw4@gmail.com 
Office Hours: Make arrangements to meet with me via email 
 
Co-Instructor 
Chang Dae Ham, Ph.D. Student 
Office: HCRC (Health Communication Research Center), 2F Walter Williams Hall 
Phone: (573) 882-8130 (HCRC) 
Email: cdhnn3@mizzou.edu 
Office Hours: T/Th 1:00-2:00 pm 
 
Co-Instructor 
Ye Wang, Ph.D. Student 
Office: HCRC(Health Communication Research Center), 236 Walter Williams Hall 
Missouri School of Journalism 
Phone: 573-639-0516 
Email: ywrf9@mail.missouri.edu 
Office Hours: Monday 2:30-3:30 pm 
 
Prerequisites: J4200, J4226, J4952, graduate credit may be received by having graduate 
students do an extra assignment, which generally includes a written research paper for 
publication to a conference or journal. 
 
What’s this course about? 
 
Whether you plan to work in interactivity or not, this course will provide valuable 
information that can be used in any strategic communication job. It covers every step 
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from integrating Internet efforts into the overall business plan to building a website that 
works. 
 
You will learn how to approach interactive platforms (like the Internet) from the 
consumer’s perspective. We will turn traditional advertising principles and theories 
upside down and inside out. We will challenge current industry wisdom, status quo. We 
will stop thinking in large demographic segments and learn how to zero in on smaller 
clusters of consumers who are more desirable.  
 
We will think about how to deliver something of value to the consumer and, hopefully, 
something the consumer values (they are not the same thing). Most of all, we will think 
about how to ensure that the consumer’s experience will be positive, whether working 
through a website for information or advertising. 
 
We explore new technologies and platforms and find ways to use them effectively 
including social networking sites, consumer-generated content, viral marketing, search 
engine marketing, creating digg, and mobile. 
 
What are the goals of the course? 
 
1. To teach key interactive advertising terminology and jargon. 
2. To demonstrate how interactive advertising differs and is similar to traditional 
advertising. 
3. To provide a basic understanding of how consumers perceive and process 
interactive advertising messages. 
4. To discuss conflicting arguments (psychological, social, ethical, legal, etc.) 
surrounding the roles and effects of interactive advertising in society. 
5. To identify and attempt to “solve” the top 10 problems plaguing interactive 
advertisers and strategic communication practitioners. 
6. To specify how globalization influences or changes interactive advertising. 
7. To review and critique what other scholars or practitioners have said or written 
about interactive advertising issues, including theoretical propositions about how 
consumers process interactive ads. 
8. To sharpen and improve creative and critical thinking skills. 
9. To develop a sense of professional ethics. 
 
What skills will students gain for work in the real world? 
 
1. Students will be able to speak interactive jargon and will have a better 
understanding of interactive communication within the context of advertising, 
direct response, and other forms of integrated communication. 
2. Students will understand the key components of a Web site and will be able to 
critique existing sites by identifying what is good and what could be improved. 
3. Students will have a foundational understanding of digital media, including 
measurement and ROI in addition to creative dimensions. 
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4. Students will develop the creative and critical thinking skills necessary to 
participate in the interactive marketplace and ultimately take leadership roles 
within interactive agencies and on the client side. 
5. Students will learn how to put together an interactive campaign and will 
understand the essentials of integrating interactive into traditional strategic 
communication campaigns. 
 
Required Readings 
 
The required textbook for this course is: The Online Advertising Playbook: Proven 
Strategies and Tested Tactics from the Advertising Research Foundation by Joe Plummer, 
Steve Rappaport, Taddy Hall, and Robert Barocci.  
 
Any other required readings and all course materials are on our Blackboard at: 
https://courses.missouri.edu/. Go to “Course Documents”. 
 
Be sure to sign up for VML Interactive Listserv for the latest news in interactive 
advertising by registering at: http://www.mailermailer.com/x?oid=02457u.  
 
Additional points are awarded to students who read and incorporate relevant details into 
their weekly Critical Thinking Exercises (CTEs) from other “outside” sources including 
Ad Age (adage.com) and O’Dwyer’s PR Service Report (Odwyerpr.com). Extra credit 
may also be awarded based on these readings. 
 
Assignments 
 
There are four general assignments: 1) weekly critical thinking exercises (CTEs), 2) 
student presentations, 3) a comprehensive exam, and 4) a team project. 
 
1) Critical Thinking Exercises (CTEs). Weekly Critical Thinking Exercises (CTEs) 
are done in class the first 10 Thursdays. There are no make-ups and late work will 
not be accepted. Students work in teams of 2-3. All members of the team must 
make a significant contribution to the CTE and must be present the day the 
CTE is assigned to receive credit.  
 
Critical Thinking Exercises are to be written in the form of a business memo. This 
will give students experience writing professional memos. The memos are to be 
persuasive in nature, much like a client “pitch” letter. An example of how to do 
this, as well as grading criteria, can be found at the end of this syllabus. 
 
There are 10 CTEs, each worth 10 points for a total of 100 points. All CTEs are to 
be typed in Word or Rich Text Format (RTF), printed out at the end of class 
and handed to the teaching assistant/coordinating instructor at the end of the class 
period. Late CTEs may earn no more than ½ credit—no exceptions! Each student 
will receive a “freebie” CTE for one missed class. An additional 10 extra credit 
points may be awarded and used toward missed points on the CTEs. 
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2) Student Presentations. Each student will make a presentation to the entire class 
on a topic, assigned by the professor or coordinating instructor (see presentation 
assignments below). Presentations are to be made using outside readings and 
examples students find on their own. Students are to find interesting case studies 
and examples to illustrate important key concepts. The key focus of the 
presentation is on the SEGMENT of the population that you are assigned to 
(again, see below). 
 
Presentations are to be made using PowerPoint so that students gain professional 
presentation skills to be used in the workplace. Students should practice 
presentations so they run smoothly and should plan to arrive at least 5 minutes 
before class starts on their day to present. This will also help students master the 
art of making professional presentations—skills needed for the job later on. 
To summarize: 
• You have 10 minutes to make an in-class presentation.  
• Your goal is to teach us about your target segment. 
• Focus on the issues that face interactive advertisers in reaching your target 
segment. 
• In doing so, you will paint a picture of who your target segment is, what 
they are like, what they do online, etc. 
• Remember, the focus is primarily on what interactive advertisers can do to 
overcome the issues you outline in reaching your target segment. 
• Be sure to use examples of websites, ads, blogs, etc. that are relevant to 
your target audience. 
• As with every course assignment, please provide full citations used in your 
research and as part of the PowerPoint. 
 
Be sure to email your PowerPoint to the coordinating instructor, 
cejfw4@gmail.com, the day before your presentation: 10 points will be 
deducted from the score of PowerPoints not emailed in advance of the class. 
Presentations are worth 50 points. 
*Any student who does not make a presentation (i.e., speak during their assigned 
presentation) will receive a zero (0) for the presentation grade. 
 
3) Comprehensive Exam. There is an exam at the end of the 10-week presentation 
series. The exam will cover the 10 topics, outlined below. The format of the exam 
will be similar to the CTEs. Students work independently. The exam is to be 
typed in Word or Rich Text Format (RTF) during class time and emailed to the 
coordinating instructor at the end of the class period at, cejfw4@gmail.com . Late 
exams may receive no more than half credit—no excuses will be accepted 
including “I typed in the professor’s email incorrectly and the exam bounced 
back.” The exam is worth 50 points. 
 
4) Team Project. Students will work in teams of 3-4 to work on a project to be 
assigned by the professor. The project will use both secondary and primary 
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research. Students will put together a strategic interactive advertising plan for the 
client. The plan will consist of about 20 pages, to be bound and turned in the day 
of the client presentation. Students will make a client presentation (see schedule). 
More details will be provided as the semester progresses. Professionalism points 
are awarded (or deducted) based on the student’s involvement in the project and 
peer evaluations. The final project is worth 100 points. 
 
Grades 
 
Grades are based on four components:  Point System: 
Exam    50       A   285-300 C+ 227-239 
Critical Thinking Exercises    100   A-  270-284 C   221-226 
Student Presentations    50     B+ 257-269 C-  209-220 
Team Project    100     B   251-256 D+ 197-208 
Total Points Possible:   300    B-  240-250 D   191-196 
 
Professionalism 
 
This class is designed to teach and challenge students to become leading professionals in 
the area of interactive advertising and strategic communication. Professionalism means 
students demonstrate high quality work, integrity, and a positive attitude and respect for 
the professor and fellow class members at all times. Inappropriate actions, such as 
plagiarism, flaming online or negative comments in class are not acceptable. 
Professionalism includes showing up to class every day and on time; emailing the 
professor (before class time) when you need to miss a class; participating actively in class; 
turning in assignments on time; completing assignments prior to missing an excused 
class (arrangements must be made with the professor prior to missing the excused class); 
demonstrating competence in course material when called upon in class; and, showing 
respect to the professor and fellow class members at all times. Professional points are 
awarded (or deducted) from the overall project grade and depending on peer evaluations 
of the final project (see final project handout for point totals). 
 
Extra Credit (optional): 
  
Additionally, you may have an opportunity to earn a limited number of extra credit points 
(not to exceed 10 points) by participating in research projects. You are not required to 
participate in the extra credit activities, and your grade will not be affected in any way if 
you choose not to participate. However, extra credit can only be applied to points 
missed on the Critical Thinking Exercises NOT exams, presentations or final 
projects. 
 
Graduate Credit 
 
Students who are taking Interactive Advertising for graduate credit will have additional 
readings and an additional scholarly paper to write. Graduate students will meet with the 
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professor individually and propose a list of scholarly readings that pertain to the student’s 
interest area.  
 
Resources for academic readings include: Journal of Interactive Advertising 
(http://jiad.org), Journal of Advertising, Journal of Advertising Research, Journal of 
Current Issues & Research in Advertising, Journal of Interactive Marketing, Journalism 
& Mass Communication Quarterly, and Newspaper Research Journal.  
 
All journals must be approved by the professor. Graduate students should plan to spend 
about 5-10 hours searching these journals for articles that are relevant to their interest 
area. The final list of about 10-15 articles will be approved by the professor.  
 
Students are asked to write a research paper, 15-20 pages in length, written in APA style. 
In addition to providing a literature review, the purpose of the paper is to propose a 
doable research design/method that can be carried out at a later date (the student does not 
need to carry out the research as part of the course).  
 
Graduate students are required to contact the professor by the second week of 
classes to make arrangements for readings. Weekly emails are required about the 
progress of your graduate project. Graduate papers are worth 100 points beyond the 
other assignments in the course, for a total of 400 points for graduate students. Final 
grades for graduate students are calculated on a 400-point system. There are no pluses or 
minuses assigned. 
 
Weekly Assignments 
 
Date Topic Assignment Due Presenter 
T-August 
25 
Introduction About the Authors: The Online 
Advertising Playbook, pp. 301-302 
Dr. Rodgers 
Th-August 
27 
 Chapter 1: The Online Advertising 
Playbook, pp. 1-6 
Bring Example of Interactivity to 
Discuss 
All 
T-
September 
1 
Targeting 
Approaches 
Chapter 2: The Online Advertising 
Playbook, pp. 7-32 
 
Dr. Rodgers 
Segment: Teenage 
tweens and teens, 12-
17 
Alexandria  
Alexander  
Michelle  
Th-
September 
3 
 CTE #1: Targeting Approaches Dr. Rodgers 
T-
September 
8 
Reach and 
Frequency/ 
Measurement 
Chapter 3: The Online Advertising 
Playbook, pp. 33-50 
 
Chang Dae Ham 
Segment: College 
Student cyber 
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Effectiveness Appendix: The Online Advertising 
Playbook, pp. 205-232 
 
shoppers 
Ben 
Megan 
Alexandra B. 
Amanda F. 
Th-
September 
10 
 CTE #2: Reach and Frequency Chang Dae Ham 
T-
September 
15 
Winning 
Strategies  
 
Chapter 4: The Online Advertising 
Playbook, pp. 51-80 
 
Ye Wang 
Segment: Pre-School 
Kids 
Patricia 
Yutika 
Melanie 
Clara 
Th-
September 
17 
 CTE #3: Winning Strategies  Ye Wang 
T-
September 
22 
Display 
Advertising  
 
 
Chapter 5: The Online Advertising 
Playbook, pp. 81-101 
 
Dr. Rodgers 
Segment: Hispanic 
Gen X 
Stephanie   
Paula 
Sarah 
Alexandra S. 
Th-
September 
24 
 CTE #4: Display Advertising  Dr. Rodgers 
T-
September 
29 
Search Chapter 6: The Online Advertising 
Playbook, pp. 101-132 
 
 
Ye Wang 
Segment: African 
American Moms 
Jessica 
Kelsey 
Cailley 
Aaron 
Th-
October 1 
 CTE #5: Search  
T-October 
6 
Online 
Shopping and 
Buying  
Chapter 7: The Online Advertising 
Playbook, pp. 133-150 
 
Chang Dae Ham 
Segment: Families 
Kristin P. 
Connor 
Derek 
Erin 
Th-
October 8 
 CTE #6: Online Shopping and 
Buying 
 
T-October Personal Chapter 8: The Online Advertising Ye Wang 
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13 Advertising 
and eWOM 
Playbook, pp. 151-172 
 
Segment: “Green” 
Young Married 
Couples 
Laura 
Glen     
Charles 
Th-
October 
15 
 CTE #7: Personal Advertising and 
eWOM  
 
T-October 
20 
Social Media 
and Social 
Networking  
SPECIAL GUEST SPEAKER: 
Rance Crain, Ad Age, meet in Smith 
Auditorium, Reynolds Journalism 
Institute 
Caitlin Johnson-
coordinate 
introduction of guest 
speaker with Suzette 
Heimann 
Segment: 
Gen Y Social 
Networkers 
Whitney 
Rachel     
Amanda D. 
John 
Th-
October 
22 
 CTE #8: Social Media Chang Dae Ham 
T-October 
27 
Mobile and 
Advergames   
NEED TO PROVIDE READING Caitlin Johnson 
Segment: Baby 
Boomers 
Gregory 
Kirstin K. 
Timothy 
Jane 
Th-
October 
29 
 CTE #9: Mobile and Advergames  
T-
November 
3 
Global and 
Futures 
Chapter 9: The Online Advertising 
Playbook, pp. 173-204 
 
Ye Wang, Chang Dae 
Ham, Dr. Rodgers 
Segment: Singapore 
Gamers 
BreAnn 
Courtney 
Jenna 
Th-
November 
5 
 CTE #10: Global and Futures  
T-
November 
Comprehensiv
e Exam 
Comprehensive Exam: Open Book, 
Open Note, Open Internet  
Students work 
individually in class 
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10 on comprehensive 
exam 
Th-
November 
12 
Introduction 
to Team 
Project 
Students break into teams and start 
secondary research today; primary 
research team puts survey together 
today 
Caitlin Johnson 
Ye Wang 
Chang Dae Ham 
Task: Select team 
leader and team 
leader takes over; 
break students into 
groups 
T-
November 
17 
Team Project Continue Research  
Th-
November 
19 
Primary 
research 
results due 
today; Teams 
begin writing 
report 
Primary research team disseminates 
survey results to the class (written 
up in bullet format) 
 
T-
November 
24 
Thanksgiving 
Break 
Thanksgiving Break Thanksgiving Break 
Th-
November 
26 
Thanksgiving 
Break 
Thanksgiving Break Thanksgiving Break 
T-
December 
1 
Continue 
writing report 
In-class project  
Th-
December 
3 
First rough 
draft of report 
due 
today/PowerP
oints due 
today 
In-class project: Rehearse for client 
presentation 
 
T-
December 
8 
Client 
presentation  
LAST DAY OF CLASS: CLIENT 
PRESENTATION 
 
 
Directions: Critical Thinking Exercises (CTEs) 
 
The purpose of the critical thinking exercises (CTEs) is to challenge students to do two 
things: 1) apply course concepts appropriately and accurately; and 2) develop students’ 
ability to think critically about concepts, issues, problems and cases that are relevant to 
strategic communication. 
 
Students should take the following steps in responding to a CTE: 
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1. Read the CTE completely and thoroughly. 
2. Develop a response to the CTE using: 
a. Course concepts 
b. Your own ideas 
c. Ideas from outside readings (required) 
d. Ideas from online discussions (but make them your own, please) 
3. Type up your response 
a. In a Word file 
b. Maximum length = 2 pages per CTE 
c. Single space sentences and double space between paragraphs 
4. Be sure to include: 
a. Your name and email at the top of the page AND in the “From” heading 
of your memo 
b. A fluid, easy to read style of writing 
c. Examples of what you mean 
d. Simply stated concepts from the textbook (no need to use definitions or 
concepts verbatim; just show that you know the concept by the way you 
use it in you response) 
e. Type your response in the form of a business memo* 
5. Other details: 
a. Print out your memo and turn it in by the end of class. Late CTEs receive 
a maximum of half credit. 
b. Read the accompanying handout on grading criteria. 
 
*Write your response in the form of a business memo using the following format: 
 
DT: August 28, 2005 
TO: Name of client 
FM: The full names of the students who contributed to the memo PLUS email addresses 
RE: Your subject or topic 
(double space) 
 
Start recommendations here (single space each paragraph and double in between 
paragraphs) 
 
In each memo, you are to assume the role of an interactive expert who is giving advice to 
a current or potential client. Be sure to articulate the reason for the memo early on in your 
remarks. Then, provide critical thinking about the problem being addressed that 
demonstrates your understanding of the problem and your grasp of course concepts. Do 
not define course concepts in the memo. Rather, provide examples when necessary. Be 
sure to provide your recommendations to the client too. 
  
Grading Criteria: Critical Thinking Exercises (CTEs) 
 
__ Grammar and spelling were perfect (1 point) 
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__ Writing style was easy to read and engaging (1 point) 
 
__ Organization was logical and easy to follow (1 point) 
 
__ Drew on concepts and/or presented ideas that were gleaned from materials outside of 
class (2 points) 
 
__ Used course concepts accurately and appropriately, presented creative and viable 
recommendations, argumentation was persuasive, showed critical and careful thought, 
provided good points and supported them with clear and vivid examples where necessary 
(5 points) 
 
TOTAL POINTS:    /10 
 
COMMENTS: 
 
Classroom Guidelines 
 
Academic Honesty 
  
Academic honesty is fundamental to the activities and principles of a university. All 
members of the academic community must be confident that each person's work has been 
responsibly and honorably acquired, developed and presented. Any effort to gain an 
advantage not given to all students is dishonest whether or not the effort is successful.  
  
Academic misconduct includes but is not limited to the following:  
• Use of materials from another author without citation or attribution. 
• Use of verbatim materials from another author without citation or attribution. 
• Extensive use of materials from past assignments without permission of your 
instructor. 
• Extensive use of materials from assignments in other classes without permission 
of your instructor. 
• Fabricating information in news or feature stories, whether for publication or not. 
• Fabricating sources in news or feature stories, whether for publication or not.  
• Fabricating quotes in news or feature stories, whether for publication or not. 
• Lack of full disclosure or permission from editors when controversial reportorial 
techniques, such as going undercover to get news, are used.  
 
When in doubt about plagiarism, paraphrasing, quoting or collaboration, consult with 
your instructor. For closed-book exams and exercises, academic misconduct includes 
conferring with other class members, copying or reading someone else's test and using 
notes and materials without prior permission of the instructor. For open-book exams and 
exercises, academic misconduct includes copying or reading someone else's work. 
  
Classroom Misconduct 
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Classroom misconduct includes forgery of class attendance; obstruction or disruption of 
teaching, including late arrival or early departure; failure to turn off cellular telephones 
leading to disruption of teaching; playing games or surfing the Internet on laptop 
computers unless instructed to do so; physical abuse or safety threats; theft; property 
damage; disruptive, lewd or obscene conduct; abuse of computer time; repeated failure to 
attend class when attendance is required; and repeated failure to participate or respond in 
class when class participation is required.         
  
IMPORTANT: Entering a classroom late or leaving a classroom before the end of the 
period can be extremely disruptive behavior. Students are asked to arrive for class on 
time and to avoid early departures. This is particularly true of large lectures, where late 
arrivals and early departures can be most disruptive. Instructors have the right to deny 
students access to the classroom if they arrive late and have the right to dismiss a student 
from the class for early departures that result in disruptions.                   
  
Under MU policy, your instructor has the right to ask for your removal from the course 
for misconduct, disruptive behavior or excessive absences. The instructor then has the 
right to issue a grade of withdraw, withdraw failing or F. The instructor alone is 
responsible for assigning the grade in such circumstances.  
  
Dishonesty and Misconduct Reporting Procedures 
  
MU faculty are required to report all instances of academic or classroom misconduct to 
the appropriate campus officials. Allegations of classroom misconduct will be forwarded 
immediately to MU's Vice Chancellor for Student Services. Allegations of academic 
misconduct will be forwarded immediately to MU's Office of the Provost. In cases of 
academic misconduct, the student will receive at least a zero for the assignment in 
question.  
             
Professional Standards and Ethics 
  
The School of Journalism is committed to the highest standards of academic and 
professional ethics and expects its students to adhere to those standards. Students should 
be familiar with the Code of Ethics of the Society of Professional Journalists and adhere 
to its restrictions. Students are expected to observe strict honesty in academic programs 
and as representatives of school-related media. Should any student be guilty of plagiarism, 
falsification, misrepresentation or other forms of dishonesty in any assigned work, that 
student may be subject to a failing grade from the instructor and such disciplinary action 
as may be necessary under University regulations. 
  
University of Missouri-Columbia Notice of Nondiscrimination 
 
The University of Missouri System is an Equal Opportunity/ Affirmative Action 
institution and is nondiscriminatory relative to race, religion, color, national origin, sex, 
sexual orientation, age, disability or status as a Vietnam-era veteran. Any person having 
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inquiries concerning the University of Missouri-Columbia's compliance with 
implementing Title VI of the Civil Rights Act of 1964, Title IX of the Education 
Amendments of 1972, Section 504 of the Rehabilitation Act of 1973, the Americans With 
Disabilities Act of 1990, or other civil rights laws should contact the Assistant Vice 
Chancellor, Human Resource Services, University of Missouri-Columbia, 130 Heinkel 
Building, Columbia, Mo. 65211, (573) 882-4256, or the Assistant Secretary for Civil 
Rights, U.S. Department of Education. 
  
Accommodations: If you have special needs as addressed by the Americans with 
Disabilities Act and need assistance, please notify me immediately. The school will make 
reasonable efforts to accommodate your special needs. Students are excused for 
recognized religious holidays. Please let me know in advance if you have a conflict. 
  
ADA Compliance 
 
If you have special needs as addressed by the Americans with Disabilities Act (ADA) and 
need assistance, please notify the Office of Disability Services, S5 Memorial Union, 882-
4696, or the course instructor immediately.  Reasonable efforts will be made to 
accommodate your special needs. 
  
Religious Holidays 
 
Students are automatically excused for recognized religious holidays. Let your instructor 
know in advance if you have a conflict.  
 
Intellectual Pluralism 
 
The University community welcomes intellectual diversity and respects student rights. 
Students who have questions concerning the quality of instruction in this class may 
address concerns to either the Departmental Chair or Divisional leader or Director of the 
Office of Students Rights and Responsibilities (http://osrr.missouri.edu/). All students 
will have the opportunity to submit an anonymous evaluation of the instructor(s) at the 
end of the course. 
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ONLINE JOURNALISM 
Course Syllabus 
SPRING 2010 
 
JOUR 2000 Section 1001-LEC (#16143) 
Credit:  3 semester hours 
Class Times:  M/W/F 12:30-1:20 p.m. 
Location:  West Hall 209 
Instructor: Dave Sennerud  Office: West Hall 319 
Cell phone: (815) 703-1346  E-mail: dsenner@bgsu.edu 
   
Office hours: 
MON/WED 3:30-4:30 p.m. and TUES/THURS 2:30-4 p.m. (or by appointment). 
If the scheduled office hours do not work for you, just talk to me or let me know. 
 
E-mail: 
Feel free to e-mail me; however, please allow at least 24 hours for a response (and more 
on weekends). Be sure to include your name and section in all of your correspondence 
about the course. Any discussion about your grade should be conducted in person. 
 
Textbooks: 
- James C. Foust (2009). Online Journalism: Principles and Practices of News for the 
Web (Second Edition). Holcomb Hathaway Publishers. 
- The Huffington Post (2008). The Huffington Post Complete Guide to Blogging. Simon 
& Schuster. 
 
Other readings / materials: 
Other articles or links to Web sites may be posted or linked to on our class Blackboard 
site. It also would help to have access to a good dictionary (also available online). 
 
Course description: 
This course will examine how the online environment has changed the face of journalism. 
Over the semester, students will take their basic journalistic skills and adapt them to Web. 
We will look at how the Web has changed online storytelling and evolved into new 
writing forms like blogs or added other layers of multimedia. By keeping a regular blog, 
students will get hands-one experience writing for the Web and will add to their online 
journalism toolbox by employing other elements such as linking, photos, slideshows, 
maps, audio and video. Along the way, they will gain basic knowledge of HTML and the 
legal/ethical problems of the Web. Since online journalism is continually evolving, 
sharing and discussion by students will be crucial to this class. 
 
Assignments: 
Since meeting deadline is a major responsibility of a journalist, due dates will be firm for 
all class assignments. You should always make-up any missed assignments to make sure 
you keep up in class, but you will not receive full credit. Since rewriting is part of the 
journalistic process, you may revise assignments that receive less than a B; such grades 
 138 
 
may be revised upward. Absences do not exempt you from deadlines. In such cases, you 
can e-mail your assignment; however, a printed copy is due upon your return. You may 
earn extra credit by attending journalism-related events or speakers and reporting on them; 
however, prior approval is necessary. Extra credit can't exceed 5% of your grade.  
 
Attendance: 
Attendance is essential to getting the most out of this course. Therefore, absences play a 
significant part in your participation grade. More than three unexcused absences will 
result in a drop in a letter grade. If your absence should be excused due to legitimate 
medical reasons, a death in the family or school-related activities, please let me know as 
soon as possible. If you must miss class, please make arrangements with a classmate to 
get any missed materials and help you catch up. Please be on time. If your late arrival is 
unavoidable, please try not to disrupt the class. Students are expected to remain for the 
duration of the class. If you must leave early, please let me know.  
 
Class Conduct 
You are expected to act professionally during class. Please be respectful to both your 
instructor and other students by turning OFF your cell phones and putting them away. 
Class is not for chatting, doing crosswords, eating, surfing the Web, listening to music or 
text messaging. Computer usage is limited to taking notes, accessing course materials or 
working on class-related activities. Abuse of class time for any of these things may affect 
your class participation grade. Recording classes requires my permission. 
 
Academic Honesty / Codes of Conduct: 
Acts of dishonesty in academic work constitute academic misconduct and may result in 
an F for a particular assignment or an F for the course. These include, but are not 
necessarily limited to, the following: 
 1. Cheating -- Using or attempting to use unauthorized materials, information or 
study aids in any academic exercise. 
 2. Plagiarism -- Representing the words, ideas or data of another as one's own in 
any academic exercise. 
 3. Fabrication -- Unauthorized falsification or invention of any information or 
citation in an academic exercise. 
 4. Aiding and abetting academic dishonesty -- Intentionally or knowingly helping 
or attempting to help another student commit an act of academic dishonesty. 
 The instructor and students in this course will adhere to the university’s general 
Codes of Conduct defined in the BGSU Student Handbook. 
 Please see: http://www.virtualonlinepubs.com/publication/?i=20573 
 
Students with Disabilities 
Any students with disabilities should follow the procedures established by the university. 
Students with disabilities must verify their eligibility through the Office of Disability 
Services for Students at 413 South Hall (419-372-8495). In accordance with the 
university policy, if the student has a documented disability and requires 
accommodations to obtain equal access in this course, he or she should contact the 
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instructor at the beginning of the semester and make this need known. For more 
information, please see: http://www.bgsu.edu/offices/sa/disability. 
 
Class participation 
It is your responsibility to keep up with class readings so that we can discuss these 
concepts in class. Journalism is exciting and constantly changing. If you find interesting 
related items outside of class, please bring it to my attention to share with the class. 
 
Diversity  
Journalism should cover all aspects of the community it serves. Reporters must be aware 
of and responsive to issues that affect people from many kinds of backgrounds. To begin 
this process, student journalists in this class need to be sensitive to the priorities of people 
who differ from them by race, ethnicity, gender, sexual orientation, class, age, ability and 
religion. This sensitivity should extend through the journalistic process from story 
selection to source selection to visual representations. Diversity issues will be integrated 
into many course materials and in-class activities through the semester. 
 
GRADING SCALE: (Based upon percentages of points earned) 
A 90-100 
B  80-89 
C 70-79 
D 60-69 
F 0-59 
(Grades will be posted on our class Blackboard site. Please check regularly.) 
 
ASSIGNMENTS 
Student work is designed to further their understanding of online journalism and allow 
them to begin to develop some of the skills involved in its practice. 
 
(Tentative point totals) 
Class participation     100  
Blog Analysis        50 
Blog Proposal        50 
Blog Development / Posts (Weekly)   300 
Midterm      100 
Slide Show      75 
Online Story      75 
Interactive Map     75 
Audio / Video Interview    75 
Final Exam      100 
TOTAL POINTS     1000 
 
READING: 
Reading the textbooks are required for this class. Since we can't possibly cover 
everything during class, the assigned reading will establish a foundation of knowledge 
and increase your understanding. These books are great journalistic resources. 
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CLASS PARTICIPATION: 
This portion of your grade will involve attendance, completing assigned in-class tasks 
and contributing to class discussion on a regular basis. It is your responsibility to keep up 
with class readings so that we can discuss these concepts in class. Please read the material 
BEFORE the date at which they are listed. Online journalism is exciting and constantly 
changing. With help of your feed reader, I expect you to stay abreast of what is going on 
in the field. If you find something interesting, please bring it to our attention and share it 
with the class. Your participation is essential to making this class relevant. Also, while I 
am teaching this class, I do not claim to know everything. If you have expertise in a 
certain area, I would appreciate it if you could teach your classmates and me when 
appropriate. 
 
MIDTERM / FINAL EXAMS 
The midterm will be given midway through the semester, while the final exam will be 
given at the end of the semester. A study guide of terms and concepts will be provided in 
advance. From the list, I will select several terms or concepts. By writing basic 
identifications about the concepts, you will show me your mastery of the material. 
 
STUDENT BLOG: 
Essentially you will create a blog about a newsworthy and interesting topic and develop it 
over the course of the semester. It is your job to become an expert on this area. Once you 
set up your blog, you will be required to post twice a week (Sunday-Saturday). Please be 
mindful of your spelling, grammar and AP style; excessive problems with either will 
result in a lower score. (AP Stylebooks are available in the bookstores or online.) 
 
In most weeks, I will require certain elements in one of the blog posts (i.e. a review of a 
related blog or website, a slideshow, a news story, etc.) I will let you know the 
requirements at the beginning of the week -- or sooner for more involved assignments. 
 
While this class is about more than blogging, your blog will serve as a Web portfolio of 
the work you complete in this class. Although I am not expecting you to turn it into 
anything famous or profitable, I will pass along more blog tips during the quarter. If you 
invest some time and energy into your blog, by the end of the quarter, you will have a 
great portfolio of your online work and/or perhaps the start of a profitable enterprise. 
 
EQUIPMENT 
Students should be able to perform most of their exercises either on their own computers 
or at university labs. PLEASE bring headphones or earbuds to the labs in case we use 
audio. Access to a simple digital camera that shoots video will also be necessary. In case 
you do not have one, students will be encouraged to share equipment. Items such as 
digital audio recorders or Flip cameras can be used if a student desires. I would also 
suggest having some type of jump drive or thumb drive to carry any work back and forth 
from class if you do not save it to the "cloud." 
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Tentative Course Schedule   F=Foust / H=Huffington Post / A=Article 
 
Week of:         Reading 
 
1/11   Course Introduction / Class Survey 
   Feed Readers 
            
1/18 (2)  Online Basics (Blog Analysis assigned)  F1-2, A1  
   Web 2.0 
 
1/25   Blogs and Blogging (Blog Proposal assigned) F4, H1, A2 
   RSS feeds 
  
2/1   Writing Effective Blog Posts    F3, H2, A3 
 
2/8   Basic HTML      F6 
 
2/15   Building an Audience     H3-4 
   Search Engine Optimization 
 
2/22   Digital Photographs & Slideshows   F10 
 
3/1   Crowdsourcing     H5 
   Building an Online Community 
   (MIDTERM - 3/5) 
 
3/8   SPRING BREAK (No Classes) 
 
3/15    Writing Web Stories /Linking   F7-8 
 
3/22   Searching the social Web / Using Twitter  H6 
 
3/29   Online Maps and Graphics    F9, H7 
 
   Creating an Interactive Community    
 
4/5   Using Online Audio 
 
4/12   Using Online Video 
 
4/19   Law & Ethics: Issues of Online Journalism  F11 
 
4/26   Mobile Journalism     F12 
   Business of Online Journalism 
 
5/3-7   Final exam period (see BGSU exam schedule) 
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APPENDIX F 
Textbooks 
 
Website project management books: 
 
Title Author Publishing Information Synopsis 
 
Collaborative Web 
Development: Strategies 
and Best Practices for 
Web Teams 
Jessica Burdman Pub. Date: March 2000  
Publisher: Addison-Wesley  
Format: Paperback, 272pp 
ISBN-13: 9780201433319  
ISBN: 0201433311  
 
Developing an effective and successful presence on the Web is becoming a 
vital task for businesses. The development and management of sites has 
become increasingly complex. Today, Web site development requires the close 
collaboration of diverse professionals such as programmers, interactive 
designers and engineers, animators, videographers, writers, marketers, and 
businesspeople – all working within a highly coordinated and structured 
development process. Collaborative Web Development brings structure and 
sanity to what is often an overwhelming and chaotic process.  
 
Developing Effective 
Websites: A Project 
Manager's Guide 
Roy Strauss, Patrick 
Hogan 
Pub. Date: July 2001  
Publisher: Elsevier Science  
Format: Paperback, 208pp 
ISBN-13: 9780240804439  
ISBN: 0240804430  
Edition Number: 2  
 
Every website project needs a manager. Developing Effective Websites 
describes Internet technologies in plain language and helps you see beyond 
your expertise to the big picture. It does this by drawing on established 
software project and management principles. Like any project, effective 
management of website development starts by understanding and balancing the 
constraints of time, resources, and tasks.  
Real Web Project 
Management: Case 
Studies and Best 
Practices from the 
Trenches 
Thomas J. Shelford, 
Gregory A. Remillard, 
Jeff A. Salvage   
Pub. Date: October 2002  
Publisher: Addison-Wesley  
Format: Paperback, 299pp 
ISBN-13: 9780321112552  
ISBN: 0321112555 
 
Examines the role of the web project manager, and offers strategies for running 
productive meetings, winning the confidence of the team, dealing with conflict, 
and managing expectations. The authors define the types of project 
documentation, the steps in drafting a project schedule, and the process of the 
technical build. Brief case studies are provided throughout the book. 
Web Project 
Management: 
Delivering Successful 
Commercial Web Sites 
Ashley Friedlein Pub. Date: October 2000  
Publisher: Elsevier Science 
Format: Paperback, 324pp  
ISBN-13: 9781558606784  
ISBN: 1558606785  
 
Web Project Management presents a solid Web project management method 
for building commercial Web sites. Developed by a leading interactive agency, 
this refined eight-stage approach lets you closely manage your project's 
contributors, quality, costs, and schedules. Importantly, the book also details 
how to define, measure and understand the success of your project on an 
ongoing basis. This book is an indispensable resource, whether you are a 
project manager, online manager, Web director, consultant or producer. 
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Web ReDesign 2.0: 
Workflow that Works 
(2nd Edition) 
Kelly Goto, Emily Cotler Pub. Date: December 2004  
Publisher: Peachpit Press  
Format: Paperback, 296pp 
ISBN-13: 978-0735714335  
ISBN-10: 0735714339  
Edition Number: 2 
 
Anyone who has managed the process of developing or redesigning a Web site 
of significant size has likely learned the hard way the complexities, pitfalls, and 
cost risk of such an undertaking. While many Web development firms have 
fantastic technical expertise, what sets the topnotch organizations apart is the 
ability to accurately manage the planning and development process. Web 
ReDesign: Workflow That Works directly addresses this crucial area with a 
specific, proven process.  
 
Web Style Guide: Basic 
Design Principles for 
Creating Web Sites 
Patrick J. Lynch, Sarah 
Horton 
Pub. Date: January 2009  
Publisher: Yale University 
Press  
Format: Paperback, 352pp  
ISBN-13: 9780300137378  
ISBN: 0300137370  
Edition Number: 3  
 
This essential guide for Web site designers offers clear, concise advice on 
creating well-designed and effective Web sites and pages. Focusing on the 
interface and graphic design principles that underlie the best Web site design, 
the book provides anyone involved with Web site design - in corporations, 
government, nonprofit organizations, and academic institutions - with expert 
guidance on issues ranging from planning and organizing goals to design 
strategies for a site to the elements of individual page design. 
 
 
Books to be used as resources: 
 
Title Author Publishing Information Synopsis 
 
Public Relations Online: 
Lasting Concepts for 
Changing Media  
 
Tom Kelleher Copyright Date: 2007 
Publisher: SAGE 
Publications, Inc    
Format: Paperback, 184pp  
ISBN: 9781412914178
Rich in scholarly foundations combined with actual practice, Public Relations 
Online: Lasting Concepts for Changing Media connects the social and 
technological forces that are changing public relations. Using plain-talk 
discussion of theory and research, this book helps readers identify how lasting 
concepts for effective public relations can be applied in a changing media 
environment, and how a changing media environment affects the practice of 
effective public relations. 
 
Information Architecture 
for the World Wide 
Web: Designing Large-
Scale Web Sites 
Peter Morville, Louis 
Rosenfeld 
Pub. Date: November 2006  
Publisher: O'Reilly Media 
Format: Paperback, 528pp  
ISBN-13: 978-0596527341  
ISBN-10: 0596527349  
Edition Number: 3  
 
Classic book, now in its third edition. The authors' emphasis is on the structure 
of the site and how to facilitate users' access to the information they need the 
most. Even though these are crucial issues in Web usability, they are often 
overlooked in the quest for cool pages (that download slowly and are 
impossible to navigate). 
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Don't Make Me Think: 
A Common Sense 
Approach to Web 
Usability, 2nd Edition 
Steve Krug Pub. Date: August 2005  
Publisher: New Riders Press  
Format: Paperback, 216pp  
ISBN-13: 978-0321344755  
ISBN-10: 0321344758  
Edition Number: 2  
 
In this second edition, Steve adds three new chapters in the same style as the 
original: wry and entertaining, yet loaded with insights and practical advice for 
novice and veteran alike.  Don't be surprised if it completely changes the way 
you think about Web design. 
 
 
HTML, XHTML, and 
CSS, Sixth Edition: 
Visual QuickStart 
Guide, 6th Edition 
 
Elizabeth Castro Copyright Date: 2007  
Format: Paperback, 456pp  
ISBN-13: 978-0-321-43084-7 
ISBN-10: 0-321-43084-0 
Edition Number: 6  
 
 
Need to learn HTML fast? This best-selling reference's visual format and step-
by-step, task-based instructions will have you up and running with HTML in 
no time. You’ll learn how to design, structure, and format your Web site. 
You'll create and use images, links, styles, lists, tables, frames, and forms, and 
you'll add sound and movies to your site. Finally, you will test and debug your 
site, and publish it to the Web. Along the way, you'll find extensive coverage 
of CSS techniques, current browsers, creating pages for the mobile Web, and 
more. 
 
 
Books of interest for future research: 
 
Title Author Publishing Information Synopsis 
 
Deliver First Class Web 
Sites: 101 Essential 
Checklists 
Shirley Kaiser Pub. Date: July 2006  
Publisher: SitePoint  
Format: Paperback, 352pp  
ISBN-13: 978-0975841907  
ISBN-10: 0975841904  
 
Drawing on dozens of books, studies, and research papers, this book distills 
not-so-common wisdom into 500 digestible guidelines & checkpoints that can 
be quickly applied to any Web development project. Organized by chapter, the 
guidelines cover everything from color usage & navigation, to accessibility, 
usability and webpage architecture. Whether you're a web developer, a project 
manager, or you're looking to commission someone to build web sites for you, 
the information contained in these checklists will prove invaluable. You don't 
need any technical experience to benefit from this book.  
 
Content Strategy for the 
Web 
Kristina Halvorson Pub. Date: August 2009  
Publisher: New Riders Press 
Format: Paperback, 192pp  
ISBN-13: 978-0321620064  
ISBN-10: 0321620062  
 
Without meaningful content, your website isn't worth much to your key 
audiences. But creating (and caring for) "meaningful" content is far more 
complicated than we're often willing to acknowledge. Content Strategy for the 
Web explains how to create and deliver useful, usable content for your online 
audiences, when and where they need it most. It also shares content best 
practices so you can get your next website redesign right, on time and on 
budget.  
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Search Engine 
Marketing, 1st Edition 
Andreas Ramos, 
Stephanie Cota 
Copyright Date: 2009 
Format: Paperback, 288pp 
ISBN-13: 9780071597333 
 
 
Leverage today's Internet marketing strategies to reach customers, increase 
sales, and establish performance-based marketing in your organization. Search 
Engine Marketing explains how to use Web analytics, key performance 
indicators (KPIs), search engine optimization (SEO), and search marketing – 
the critical tools for success. Multichannel marketing, which uses radio, TV, 
and print to broadcast your message, is also covered. The book includes 
revealing interviews with industry experts as well as valuable tips on vendor 
selection. Implement an effective, integrated marketing program for your 
business with help from this definitive guide.   
 
Access by Design: A 
Guide to Universal 
Usability for Web 
Designers 
Sarah Horton Pub. Date: July 2005 
Publisher: New Riders Press 
Format: Paperback, 288pp  
ISBN-13: 978-0321311405  
ISBN-10: 032131140X  
 
Web designers must consider not only the content needs of the sites they 
create, but also the wide range of additional needs their users may have: for 
example, those with physical or cognitive disabilities, those with slow modems 
or small screens, and those with limited education or familiarity with the Web. 
Bestselling author Sarah Horton argues that simply meeting the official 
standards and guidelines for Web accessibility is not enough. Her goal is 
universal usability, and in Access by Design: A Guide to Universal Usability 
for Web Designers, designers learn how to optimize page designs to work more 
effectively for more users, disabled or not.  
 
Prioritizing Web 
Usability 
 
Jakob Nielsen, Hoa 
Loranger 
Publisher: New Riders Press 
Format: 406pp  
ISBN-13: 978-0-321-35031-2 
ISBN-10: 0-321-35031-6 
Prioritizing Web Usability is the guide for anyone who wants to take their Web 
site(s) to next level and make usability a priority! Through the authors’ 
wisdom, experience, and hundreds of real-world user tests and contemporary 
Web site critiques, you’ll learn about site design, user experience and usability 
testing, navigation and search capabilities, old guidelines and prioritizing 
usability issues, page design and layout, content design, and more! 
 
 
A sampling of other strategic communication books found: 
 
Title Author Publishing Information Synopsis 
 
The Online Advertising 
Playbook 
Joe Plummer, Steve 
Rappaport, Taddy Hall, 
Robert Barocci 
Pub. Date: April 2007  
Publisher: John Wiley & Sons 
Format: Hardcover, 302pp  
ISBN: 9780470051054 
 
Targeting approaches and marketing objectives online targeting potential. 
Advertising reach and frequency of exposure. Winning strategies in online 
advertising. Display advertising and executional elements. Online audience 
and advertising effectiveness measurement. Advertising personally: email and 
word of mouth. Futures. 
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Advertising on the 
Internet, 2nd edition 
Robbin Zeff, Brad 
Aronson 
Pub. Date: August 1999  
Publisher: John Wiley & Sons 
Format: Paperback, 448pp  
ISBN-13: 978-0471344049  
ISBN-10: 0471344044 
Edition Number: 2  
 
This updated and expanded second edition of the bestselling guide to online 
advertising is must reading for everyone who wants to take advantage of the 
most important new advertising medium since television. A complete primer 
on online advertising for businesses of all sizes, it gets you up to speed on the 
crucial issues, hot new trends, and most effective new technologies in Internet 
advertising. 
Just a Click Away: 
Advertising on the 
Internet, 1/e 
Kaye & Medoff  
 
Copyright Date: 2001 
Publisher: Allyn & Bacon 
Format: Paperback, 146pp 
ISBN-13: 9780205318759 
ISBN-10: 0205318754 
 
This book examines online advertising — its robust past, amazing present, and 
likely future directions. From its modest beginnings, advertising on the Internet 
quickly has become a multibillion dollar business. This text discusses the 
power and potential of the Internet as an advertising medium and focuses on 
how the Internet can be utilized best to deliver effective messages. 
 
Internet Marketing: 
Building Advantage in a 
Networked Economy, 
2nd Edition 
 
Rafi Mohammed,  
Robert J. Fisher,  
Bernard  J. Jaworski,  
Gordon Paddison 
Copyright Date: 2004 
Format: Hardcover, 768pp 
ISBN-13: 9780072538427 
 
Internet Marketing: Building Advantage in a Networked Economy presents a 
“road-tested” framework to help students and practitioners understand how to 
think about and implement effective Internet marketing programs. The focus is 
on using marketing levers to vary the level of intensity that the consumer has 
with a Website to build a relationship with the customer through four stages: 
from Awareness, to Exploration/Expansion, to Commitment, and possibly 
through Dissolution. This four stage customer-centric framework shows 
readers how to use the Internet to create intense and profitable relationships 
with their customers.  
 
Reshaping Your 
Business with Web 2.0  
Vince Casarez, Billy 
Cripe, Jean Sini, 
Philipp Weckerle 
Copyright Date: 2009 
Format: Paperback, 259pp 
ISBN-13: 9780071600781 
 
This innovative guide provides a blueprint for leveraging the new culture of 
participation in an enterprise environment. Reshaping Your Business with Web 
2.0 offers proven strategies for the successful adoption of an enterprise 2.0 
paradigm and covers the technical solutions that best apply in specific 
situations. You will find clear guidelines for using Web 2.0 technologies and 
standards in a productive way to align with business goals, increase efficiency, 
and provide measurable bottom line growth. 
 
Guerrilla PR Wired: 
Waging a Successful 
Publicity Campaign 
Online, Offline, and 
Everywhere In Between 
 
Michael Levine Copyright Date: 2003 
Format: Paperback 
ISBN-13: 9780071382328 
 
Nearly a decade after it first hit bookstands, Michael Levine's Guerrilla PR 
remains one of the industry's bestselling, best-reviewed, and most valuable 
how-tos for garnering low-or no-cost publicity. Now, Guerrilla PR Wired 
updates Levine's attention-getting strategies for today's globally wired 
environment. 
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Reinventing Interactive 
and Direct Marketing 
Stan Rapp Copyright Date: 2010 
Format: Hardcover, 256pp 
ISBN-13: 9780071638029 
 
Reinventing Interactive and Direct Marketing focuses on how to benefit from a 
fundamental truth about marketing in the digital era. Interactive Marketing is 
direct. Direct Marketing is interactive. What has been seen mistakenly as 
separate disciplines actually are one and the same. Every marketer now is an 
interactive direct marketer. 
 
Engage: The Complete 
Guide for Brands and 
Businesses to Build, 
Cultivate, and Measure 
Success in the New Web 
Brian Solis Pub. Date: March 2010  
Publisher: John Wiley & Sons 
Format: Hardcover, 400pp  
ISBN-13: 9780470571095  
ISBN: 0470571098 
 
Engage thoroughly examines the social media landscape and how to 
effectively use it in business – one network and one tool at a time. The guide 
for branding your business in the era of the social web, this book leads you 
through the detailed and specific steps required for conceptualizing, 
implementing, managing, and measuring a social media program. Both small 
businesses and Fortune 500 companies will increase visibility over their 
competition, build communities of loyal brand enthusiasts, and ultimately 
increase profits. 
 
Public Relations and the 
Social Web 
 
Rob Brown 
 
Pub. Date: April 2009 
Format: Hardcover  
ISBN: 9780749455071 
 
Public Relations and the Social Web examines emerging public relations 
practices in the digital environment and shows readers how digital public 
relations campaigns can be structured. Including information on new 
communication channels such as blogs, wikis, RSS, social networking and 
SEO, Public Relations and the Social Web is essential reading for public 
relations practitioners, students of public relations, and those who work in 
related areas such as journalism and web construction and design.  
 
The New Rules of 
Marketing and PR: How 
to Use News Releases, 
Blogs, Podcasting, Viral 
Marketing, and Online 
Media to Reach Buyers 
Directly 
 
David Meerman Scott Pub. Date: June 2007  
Publisher: John Wiley & Sons 
Format: Hardcover, 240pp 
ISBN-13: 9780470113455  
ISBN: 0470113456 
For marketers, The New Rules of Marketing and PR shows you how to 
leverage the potential that Web-based communication offers your business. 
Finally, you can speak directly to customers and buyers, establishing a 
personal link with the people who make your business work. This one-of-a-
kind guide includes a step-by-step action plan for harnessing the power of the 
Internet to create compelling messages, get them in front of customers, and 
lead those customers into the buying process.  
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A sampling of other design and HTML books found: 
 
Title Author Publishing Information Synopsis 
 
Information 
Architecture: Blueprints 
for the Web, 2/e  
 
Wodtke & Govella  
 
Copyright Date: 2009 
Publisher: New Riders Press 
Format: Paperback, 312pp 
ISBN-13: 9780321600806 
ISBN-10: 0321600800 
 
Information Architecture: Blueprints for the Web  introduces the core concepts 
of information architecture: organizing web site content so that it can be found, 
designing website interaction so that it's pleasant to use, and creating an 
interface that is easy to understand. This book helps designers, project 
managers, programmers, and other information architecture practitioners avoid 
costly mistakes by teaching the skills of information architecture swiftly and 
clearly. 
 
Interaction Design: 
Beyond Human-
Computer Interaction. 
2nd ed. 
 
Sharp, Rogers, & Preece Pub. Date: March 2007 
Publisher: John Wiley & Sons 
Format: Paperback, 800pp 
ISBN: 978-0-470-01866-8 
 
 
New to this edition:  
• Completely updated to include new chapters on interfaces, data gathering 
and data analysis and interpretation, the latest information from recent 
research findings and new examples  
• A new practical and process-oriented approach showing not just what 
principals ought to apply, but crucially how they can be applied  
 
Universal Principles of 
Design 
William Lidwell, Kritina 
Holden, Jill Butler 
Pub. Date: October 2003 
Publisher: Rockport  
Format: Hardcover, 216pp  
ISBN-13: 978-1592530076  
ISBN-10: 1592530079  
 
Universal Principles of Design is the first comprehensive, cross-disciplinary 
encyclopedia of design. Richly illustrated and easy to navigate, it pairs clear 
explanations of every design concept with visual examples of the concepts 
applied in practice. This landmark reference will become the standard for 
designers, engineers, architects, and students who seek to broaden and improve 
their design expertise.  
 
Fresher Styles for Web 
Designers: More Eye 
Candy from the 
Underground, 1/e 
Cloninger Copyright Date: 2009 
Publisher: New Riders Press 
Format: Paperback, 216pp 
ISBN-13: 9780321562692 
ISBN-10: 0321562690 
 
Fresher Styles for Web Designers surveys eight innovative, contemporary 
visual design styles that break the mold and offer creative solutions to a variety 
of interactive design challenges. Readers will learn practical ways to 
incorporate these design approaches into their commercial work, using specific 
online examples as illustration.    
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Learning Web Design: A 
Beginner's Guide to 
HTML, Graphics, and 
Beyond, Second Edition 
Jennifer Niederst Pub. Date: June 2003  
Publisher: O'Reilly Media 
Format: Paperback, 454pp 
ISBN-13: 9780596004842  
ISBN: 0596004842  
Edition Number: 2  
 
Niederst shares the knowledge she's gained from years of Web design 
experience, both as a designer and a teacher. This book starts from the 
beginning— defining the Internet, the Web, browsers, and URLs— so readers 
don't need to have any previous knowledge about how the Web works.  
 
Web Design in a 
Nutshell: A Desktop 
Quick Reference 
Jennifer Niederst Pub. Date: February 2006 
Publisher: O'Reilly Media 
Format: Paperback, 826pp  
ISBN-13: 978-0596009878 
ISBN-10: 0596009879 
Edition Number: 3 
 
This book gives a quick and colorful overview of the main issues. 
 
HTML A Beginner's 
Guide, 4th Edition 
Wendy Willard Copyright Date: 2009 
Format: Paperback, 538pp 
ISBN-13: 9780071611435 
 
Create highly functional, impressive websites in no time. Fully updated and 
revised, HTML: A Beginner's Guide, Fourth Edition explains how to structure 
a page, place images, format text, create links, add color, work with 
multimedia, and use forms. You'll also go beyond the basics and learn how to 
save your own web graphics, use Cascading Style Sheets (CSS), create 
dynamic web content with basic JavaScript, and upload your site to the web.  
 
HTML QuickSteps, 1st 
Edition 
Martin Matthews Copyright Date: 2005 
Format: Paperback, 240pp 
ISBN-13: 9780072258950 
 
We know a picture is worth a thousand words--so we went heavy on pictures 
and light on words in this easy-to-use guide. Color screenshots and brief 
instructions show you how to use HTML to build your own Web site in no 
time. Follow along and learn to write HTML code that works on all browsers 
and platforms, create a customized Web site, add graphics and links, use tables 
and frames, build forms, and much more.  
 
Learning Web Design 
with Adobe CS4, 1/e 
Murray Copyright Date: 2010 
Publisher: Prentice Hall 
Format: Paperback, 416pp 
ISBN-13: 9780135076880 
ISBN-10: 0135076889 
 
Hands-on exercises and applications provide students with a practical method 
to learning software skills as well as web design concepts.  Exercises introduce 
basic skills then build to integrate Dreamweaver, Flash and Fireworks together. 
The full color illustrations visually support the concepts taught.  The text is 
spiral bound for extra ease-of-use. 
 
Programming the Web 
with Student CD, 1st 
Edition 
 
Barrie Sosinsky  
 
Copyright Date: 2004 
Format: Paperback  
ISBN-13: 9780072930962 
 
Programming the Web is designed for the first course in a web-programming 
curriculum. Students are first exposed to the fundamentals of web 
programming used in the majority of the languages covered. The text then 
delves into the specifics of HTML, XML, Java, JavaScript, ASP, and Perl 
/CGI. This book ultimately lays the basic foundation for web programming. 
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Sources: 
http://www.pearsonhighered.com/educator (Addison Wesley, Allyn and Bacon, Prentice Hall) 
 
http://www.routledge.com/books/textbooks  (Erlbaum) 
 
http://www.hmhco.com/ (Houghton, Mifflin, Harcourt Brace) 
 
http://www.josseybass.com/WileyCDA/ (Jossey-Bass) 
 
http://catalogs.mhhe.com/mhhe/home.do (McGraw-Hill) 
 
http://www.sagepub.com/home.nav (Sage) 
 
http://www.cengage.com/wadsworth/ (Wadsworth) 
 
http://www.google.com 
 
http://www.amazon.com 
 
http://www.barnesandnoble.com 
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APPENDIX G 
Piloting Teaching Methods and Resources 
 
Website Development and Design, Spring 2010 
Bennett College for Women 
Thursdays, Jan. 21, 28, Feb. 4, 11, 6 – 8:30 p.m. 
Instructor: Christine C. Perry, chris.perry@unc.edu 
  
Learning Objectives  
Students will obtain skills to: 
• Plan a strategic website development or redesign project 
• Compile, organize and write web content 
• Ensure usability through information architecture and design best practices 
• Use XHTML, Photoshop and other tools to design a small website 
• Hire or collaborate with website vendors and information technology professionals 
• Test and evaluate website quality. 
 
Specifically, the course content will be broken down into four learning areas: 
• Jan. 21 – Communicating: strategic planning, content planning, navigation, file structure, writing, usability 
• Jan. 28 – Designing: visual design, page layout, color, image preparation 
• Feb. 4 – Programming: hardware, software, XHTML, style sheets , search engine optimization 
• Feb. 11 – Evaluating: Content testing, usability testing, accessibility, web metrics, content management 
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Schedule and Units of Study 
 
Jan. 21 – COMMUNICATING: strategic planning, content planning, navigation, file structure, writing, usability 
 
TOPICS 
 
TEACHING RESOURCES ACTIVITIES HANDOUTS 
Strategic planning –  purpose 
and goals of websites, 
audience, brand 
  
PowerPoint  Lecture steps 1-5.  
 
Brainstorm with entire class – 
purpose and goals of site.  
 
Glossary 
 
PowerPoint slides 
Content, navigation and file-
structure planning 
PowerPoint  
 
http://www.webstyleguide.co
m/wsg3/index.html  
 
AWFP site map 
Lecture steps 6-7. 
 
Look at sample 
organizational structures. 
 
Content brainstorming in 
small groups on index cards. 
 
Swap cards among groups 
and do navigation card-
sorting activity. 
 
 
Website development steps 
 
PowerPoint  Quick overview of steps 8-
18. 
 
 
Web writing Web writing PowerPoint Lecture, exercises and 
discussion. 
 
Writing for the Web 
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TOPICS 
 
TEACHING RESOURCES ACTIVITIES HANDOUTS 
Usability and design 
requirements 
PowerPoint 
 
“Attractive things work 
better” by Don Norman 
http://www.jnd.org/dn.mss/C
H01.pdf  
 
www.usability.gov/pdfs/guid
elines.html  
http://www.useit.com 
http://www.sensible.com 
 
Lecture – meaning of 
usability. 
 
Demonstration of one chapter 
of guidelines. 
 
Small groups each read and 
discuss one chapter, then 
share with the rest of the 
class. 
 
Usability guidelines – 
methodology and table of 
contents 
 
Design requirements 
 
HOMEWORK DUE JAN. 28: 
 
1. Read “Presenting Information Architecture” (http://www.webstyleguide.com/wsg3/3-information-architecture/4-
presenting-information.html) in chapter 3 of the Web Style Guide(http://www.webstyleguide.com). 
2. Read the FIRST page of each chapter (18 chapters) at http://www.usability.gov/guidelines/index.html.  
3. Draw a site diagram and file structure diagram (two different diagrams) for a website with about 10-20 pages. 
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Jan. 28 – DESIGNING: visual design, page layout, color, image preparation 
 
TOPICS 
 
TEACHING RESOURCES ACTIVITIES HANDOUTS 
Visual design, design 
elements, design principles 
Classic graphic design theory 
and human-computer 
interface design: 
www.usask.ca/education/cour
sework/skaalid/theory/theory.
htm  
 
Open source designs: 
http://www.oswd.org/  
 
PowerPoint 
 
Lecture and large group 
discussion. 
 
Look at samples of design 
principles within actual 
website designs. 
Design elements 
 
Design theory / principles 
Page layout Instructor sketchbook with 
samples 
Lecture – basic components 
of a Web page, grids, value of 
sketching. 
 
Each student “quick-
sketches” a series of designs. 
 
 
Color www.wellstyled.com/tools/co
lorscheme2/index-en.html  
 
Lecture. 
 
Demonstration. 
 
Students explore interactive 
color wheel and select color 
palette. 
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TOPICS 
 
TEACHING RESOURCES ACTIVITIES HANDOUTS 
Image preparation Photoshop Tutorial – using Photoshop 
and preparing photographs 
for websites. Instructor 
demonstrates while students 
follow along. 
 
Preparing photographs 
 
HOMEWORK DUE FEB. 4: 
 
1. Read all of chapter 6, “Page Structure,” (http://www.webstyleguide.com/wsg3/6-page-structure/index.html)  of the 
Web Style Guide (http://www.webstyleguide.com). 
2. Optional browsing: 
• Learn about good design by looking at bad design: www.webpagesthatsuck.com/ 
• Sites with identical content, but different designs: www.csszengarden.com/ 
• To see some beautiful designs: 
o http://vandelaydesign.com/blog/galleries/best-non-profit-websites/  
o http://vandelaydesign.com/blog/galleries/best-church-websites/ 
o http://www.edustyle.net/   
3. Draw a sketch of an internal page of your site and your home page (two sketches).  On your sketches, write the 
hexadecimal color codes that you’d like to try, and bring at least two prepared photographs on a memory stick. 
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Feb. 4 – PROGRAMMING: hardware, software, XHTML, style sheets , search engine optimization 
 
TOPICS 
 
TEACHING RESOURCES ACTIVITIES HANDOUTS 
Technology tools – software, 
hardware, servers 
PowerPoint  
 
Data center photos 
Skit (class participation) – 
server, webmaster, FTP, user, 
browser. 
 
Lecture, flip chart and 
discussion. 
 
Website “must have” tools 
 
Website tools and ingredients 
Website programming layers 
– XHTML, cascading style 
sheets (CSS), JavaScript 
PowerPoint 
 
www.unc.edu/awfp  
 
Lecture. 
 
View source code of website 
to illustrate XHTML, CSS, 
JavaScript and interactivity. 
 
 
XHTML Notepad 
http://www.t35.com/ 
http://www.weebly.com/  
 
www.w3schools.com/  
 
Tutorial – writing beginning 
XHTML code.  Instructor 
demonstrates while students 
follow along. 
 
HTML 
 
Additional links 
 
Search engine optimization 
 
 Lecture. Search engine optimization 
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HOMEWORK DUE FEB. 11: 
 
1. Build a website with a home page and at least 5 internal pages, at t35.com.  The pages should be complete with content 
– copy, navigation, images, etc.   
 
Feb. 11 – EVALUATING: Content testing, usability testing, accessibility, web metrics, content management 
 
TOPICS 
 
TEACHING RESOURCES ACTIVITIES HANDOUTS 
Content testing and usability 
testing  
 Lecture on content testing 
and usability testing. 
 
Usability testing 
demonstration/exercise. 
 
Content testing  
 
 
Accessibility  Lecture – disabilities to 
consider when designing a 
website. 
 
Heuristics exercise. 
 
 
Tracking website usage 
 
www.google.com/analytics/  Demonstration of Google 
Analytics. 
 
 
Content management – 
maintaining and improving a 
website 
 
 Lecture on content audits and 
governance policies 
Update plan 
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TOPICS 
 
TEACHING RESOURCES ACTIVITIES HANDOUTS 
Evaluation Students’ websites 
 
Other websites 
 
As a class, critique the design 
and usability of selected 
websites.  
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APPENDIX H 
Pilot: Final Project Checklist 
 
Instructions 
1. You are to put together a six-page website that includes all of the elements below. 
You must use T35.com and XHTML code to build your site. 
2. This is due Wednesday, Feb. 10 at 11:59 p.m.   
3. To turn in your project, e-mail your URL to me at chris.perry@unc.edu. 
 
Minimum requirements to get a C on this project: 
o Make a website of at least one home page and five other pages. 
o Be sure all pages link together properly. 
o Each page should have a main menu on it that links to the other main pages. 
o All pages should have a consistent look and feel.  The home page should be a 
little different but still obviously part of the same design.   
o The navigation should be logical. 
o Every page should have the appropriate code for page structure. 
o At least one of your pages should demonstrate your knowledge of coding the 
following: headings, paragraphs, line breaks, lists. 
o All code should be clean and neatly spaced, with end tags when appropriate. 
o Each main page should have a minimum of two paragraphs of content. 
o Your content should be well-written, edited and ready for publication to the world. 
o You should have at least two photographs on your site, properly credited. 
o You should have at least two external links on your site. 
o You should use at least two style elements on your site. 
o You should have at least two colors on your site. 
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o Everything on the page must follow the usability guidelines at usability.gov. 
 
Additional options: 
o More than six pages 
o More content (but remember, less is more) on your pages 
o More than one size heading 
o More than one type of list 
o More than two photographs, two external links, two style elements or two colors 
o Both types of lists 
o Text wrapping around a photograph 
o A table 
o An illustration, graph or chart that you make or find on Creative Commons 
 
You are not required to do any of the additional options, but you will not get more 
than a C on this project if all you do is the minimum. Likewise, you are not required to do 
all of the additional options to get an A.  I am looking for a practical, easy to use site, 
more than a beautiful design.  Remember, a design is used to draw attention to the 
content and make it appealing, but the content is queen.  The design should never 
overwhelm your content.
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APPENDIX I 
Website Management Course Outlines for Instructor 
Week 1 – Jan. 13, 2011 
TIME 
 
TOPICS ACTIVITIES 
4:30 Introduction 
Course objectives 
 
Examine syllabus. 
Describe student project assignments. 
Discuss literature review papers. 
 
5:00 Get acquainted 
 
Student survey 
5:30 What is project management – committees, oversight, 
user input and feedback 
 
Managing communication, relationships, project 
 
Dominant coalition – decision-makers, leadership, upper 
management, influencers 
 
Information technology specialists – programmers, 
systems operators, database administrators 
 
Visual designers 
 
Communicators – strategists, marketers, salespersons, 
writers, editors, topic specialists 
 
Publics 
 
Lecture, discussion, brainstorming 
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TIME 
 
TOPICS ACTIVITIES 
6:00 Relationship management  
 
Relationship  management – initiating, 
developing, nurturing, maintaining, repairing 
 
Grunig – positivity, disclosure, legitimacy, 
networking, task sharing 
 
Ledingham and Bruning – trust, openness, 
investment, involvement, commitment 
 
Interpersonal and organizational relationship  
 
Two-way, symmetric communication  
 
Demonstrating positivity, disclosure, legitimacy, 
networking, task sharing, trust, openness, 
investment, involvement and commitment on 
websites 
 
Lecture, website browsing, website critiquing activity 
7:00 Hardware, software, and networking: servers/hosts, 
routers, cable, networks, software options 
(Dreamweaver, WordPress, content management 
systems), service providers, domains/URLs/extensions, 
user-friendly URLs, WHOIS database 
 
Scale considerations – number of assets, pages, users, 
hits, the chaos zone 
 
Lecture, diagrams, website demonstrations, skit 
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TIME 
 
TOPICS ACTIVITIES 
7:15 
 
Homework Read Web Style Guide, chapters 1 and 2 
Read ReDesign, chapters 1 and 2 
Assignment: Rank your website project preferences. 
 
 
Week 2 – Jan. 20, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect student project requests. 
 
4:30 Web site development steps 
Project life cycles 
 
Lecture 
5:00 Creating a strategic development plan for a Web site – 
overview of: 
Situation and SWOT analyses 
Target audiences 
Purpose/goals/objectives 
Brand definition 
Market research 
Content inventory 
Environmental scan  
Strategies and tactics 
Financial / human resources 
Timeline /timing strategies 
 
Lecture, discussion 
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TIME 
 
TOPICS ACTIVITIES 
5:30 Usability 
Usability definition 
Usability resources 
Jacob Neilson, useit.com, for profit ventures 
Usability guidelines at usability.gov for nonprofit 
ventures 
Guidelines research and methodology 
 
Lecture, website demonstrations, discussion, small group 
work 
6:30 Accessibility 
Types of disabilities 
Designing for disabilities 
Heuristics 
Section 508 guidelines 
W3c guidelines 
 
Disability exercise – typing with gloves on., listening to 
screen reader, or wearing vision-impairing glasses 
 
Heuristics exercise 
 
Lecture, website examples 
7:00 Viewing source code 
Beginning HTML 
 
Website examples 
W3schools.com tutorial 
7:15 
 
Homework Complete the basic HTML tutorials at W3schools.com 
Read the first page of each chapter and skim all of the 
guidelines at http://www.usability.gov/guidelines  
Read selections (TBD16) from useit.com 
Read ReDesign, chapter 3 
                                                 
 
 
 
16 TBD indicates “to be determined.” Because Web content on some sites changes rapidly and  new research continues to emerge about best practices, online 
reading assignments selected today could very well be old in as little as six months. Most online reading assignments for this course will be selected and given to 
students at the beginning of each semester.  
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TIME 
 
TOPICS ACTIVITIES 
Assignment: Make a list of usability guidelines that you 
don’t understand 
 
 
 
Week 3 – Jan. 27, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Give students their redesign project team assignments. 
 
4:30 Usability guidelines discussion Collect usability assignment, discussion 
. 
 
4:45 Situation and SWOT analyses 
 
Small group work 
5:00 Target audiences 
Actors and roles 
 
Brainstorming  
5:15 Site purpose and goals/objectives 
 
Small group work 
5:30 Impression management 
Brand definition 
Branding tools on site – organization description, tagline, 
contact information 
 
Lecture, discussion, website examples 
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TIME 
 
TOPICS ACTIVITIES 
6:00 Market research 
Surveys 
Focus groups 
Interviews 
Ongoing throughout process 
 
Lecture, discussion, examples 
6:30 Content inventory 
 
Lecture, demonstration 
6:45 Web site environmental scanning 
Content 
Features 
 
Lecture, demonstration 
7:00 Scheduling and budgeting 
 
Lecture, diagrams 
7:15 
 
Homework Schedule first meeting with your client 
Read Web Style Guide, chapters 3, 4, and 5 
Read ReDesign, chapters 4 and 10 
 
 
 
Week 4 – Feb. 3, 2011 
TIME 
 
TOPICS ACTIVITIES 
4:30 Writing for the Web 
 
Lecture, demonstration, practicing with real examples 
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TIME 
 
TOPICS ACTIVITIES 
5:00 Content planning  
Brainstorming 
Scrolling vs. chunking 
 
Lecture 
5:15 Information architecture 
Horizontal, deep and linear navigation structures 
Task-oriented navigation 
Card sorting and other methods 
Manifest-meaning menu labels and taxonomies 
 
Lecture, diagrams, card-sorting activity demonstration 
6:15 File structure  
Index pages 
Image folders 
Mirroring the navigation 
Consistent URLs 
File naming conventions 
 
Lecture, examples 
6:45 Site map preparation 
 
Lecture, demonstration 
7:15 
 
Homework Meet with client 
Interview client, target audiences 
Plan audience research - surveys, focus groups, task 
analysis 
Determine goals and objectives 
Get information for situation analysis 
Determine timeline and budget 
Determine maintenance plan 
Conduct a content inventory of your redesign project site. 
Conduct an environmental scan of collaborators and/or 
competitor websites. 
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TIME 
 
TOPICS ACTIVITIES 
Assignment: Write a report with the results of your content 
inventory and environmental scan. Include a third section in 
your report that describes how you will conduct market 
research, listing actual survey questions and/or informal 
focus-group plans.   
 
 
Week 5 – Feb. 10, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect assignments and discuss client meetings. 
 
4:30 Content requirements document 
 
Lecture 
 
4:45 Search engine optimization 
 
Lecture, examples 
5:15 Visual design  
Don Norman’s theory of emotional design 
Classic design theory / principles 
Basic design elements 
Cognition sequence – shape, color, content 
Levels of processing information – visceral, 
behavioral, reflective 
Icons and “wayfinding” 
 
Lecture, examples 
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TIME 
 
TOPICS ACTIVITIES 
6:00 Page layout 
Common page elements 
Grids 
Fluid, fixed and blended designs 
Sketching 
Wireframes 
 
Lecture, diagrams, sketching exercise, examples 
6:45 Layers of programming 
Structural layer 
Presentation layer 
Behavioral layer 
 
Lecture 
7:00 Beginning CSS 
 
Source code examples 
W3schools.com tutorial 
 
7:15 
 
Homework Complete the basic CSS tutorials at W3schools.com 
Read Web Style Guide, chapters 6, 7, 8, 9, and 11 
Read ReDesign, chapter 5 
Conduct market research for client project. 
Assignment: Project strategic plan, including market 
research results 
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Week 6 – Feb. 17, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect strategic plans. 
 
4:30 Creativity awareness 
Design theory on Web sites 
Open source designs 
Webpagesthatsuck.com 
Csszengarden.com 
 
Website examples, discussion 
5:00 Implications of browser choice, custom browser settings 
(e.g. font preference, background color), operating 
systems, display resolutions and connection speed 
 
Lecture, demonstration 
5:15 Color 
Additive vs. subtractive 
Interactive color wheel 
Color palettes 
Color from nature 
Hexidecimals and RGB 
 
Lecture, color wheel play at wellstyled.com, other online 
color resources 
 
5:45 Design requirements 
Creative brief 
 
Lecture, examples 
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TIME 
 
TOPICS ACTIVITIES 
6:00 Finding images online 
Creative Commons 
Wikipedia Commons 
Federal government  
Stock images 
Copyright / privacy issues 
 
Participatory, in-class activity 
6:30 Image preparation – photos and graphics 
Raster vs. vector 
JPG, PNG, GIF 
Photoshop basics 
Resolution 
Image size 
Cropping 
Color and exposure correction 
Color reduction 
Alt tags 
 
Lecture, Photoshop tutorial, in-class activity 
7:15 
 
Homework Read ReDesign, chapter 6 
Assignments:  
1. Website mini-project (Appendix H) of six pages 
with XHTML/CSS coding and appropriate file 
structure  
2. Bring list of desired content to class on index cards. 
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Week 7 – Feb. 24, 2011 
TIME 
 
TOPICS ACTIVITIES 
4:30  Informal mini-site demonstrations (optional) 
 
5:15 Navigation and file structure review Lecture, diagrams, examples, Q & A, card sorting activity, 
begin homework in class 
 
 
6:00 Review for midterm exam Review study guide 
 
7:15 
 
Homework Study for midterm exam 
Assignment: Site map, menu labels, on-page content, and 
file structure for redesign project 
 
 
Week 8 – March 3, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect assignments. 
 
4:30 Midterm exam 
 
One-third multiple choice, one-third short answer, one-third 
application of knowledge 
 
6:00 Optional lab hours 
 
Instructor available for those who want to work ahead 
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TIME 
 
TOPICS ACTIVITIES 
7:15 
 
Homework Read Web Style Guide, chapter 12 
Read ReDesign, chapter 9 
Get site map and menu labels approved by client 
Assignment: Sketches and wireframes 
 
 
Spring break – March 10, 2011 
 
Week 9 – March 17, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect assignments. 
 
4:30 Image maps 
 
 
Demonstration, in-class exercise 
5:00 Document preparation – PDFs, PowerPoint, Microsoft 
Word 
 
Demonstration, in-class exercise 
5:30 Video and audio preparation 
Embedding video and audio 
 
Lecture, in-class exercise 
6:00 Integration with social media, RSS feeds, podcasts, 
video, Flash 
 
Lecture , discussion 
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TIME 
 
TOPICS ACTIVITIES 
7:00 Requirements documents 
 
Lecture, examples 
7:15 
 
Homework Read ReDesign, chapter 7 
Get wireframes approved by client 
Assignment: Requirements document (content, design, and 
functional) 
 
 
 
Week 10 – March 24, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect assignments. 
 
4:30 Mobile device compatibility 
 
Lecture 
5:00 Search applications/tools 
 
Lecture 
5:30 Style guidelines 
 
Lecture, examples 
6:00 Design and content models and templates 
 
Lecture, examples 
6:30 Training and documentation for Web content 
contributors 
 
Lecture, examples 
7:00 Quality assurance against requirements 
 
Lecture 
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TIME 
 
TOPICS ACTIVITIES 
7:15 
 
Homework Read ReDesign, chapter 8 
Get requirements document and design approved by client. 
Begin to implement redesign for client 
Assignment: Style guides for programmer and client 
 
 
Week 11 – March 31, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect assignments. 
 
4:30 Content and feature testing 
 
Lecture, examples 
5:00 Code validation 
Accessibility validation 
 
Demonstration, discussion 
5:15 Heuristics 
 
In-class exercise 
5:45 Usability testing 
 
Lecture, demonstration, in-class exercise 
7:15 
 
Homework Continue redesign for client 
Assignment: Literature review paper, if you have not 
already completed it 
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Week 12 – April 7, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect literature review papers. 
 
4:30 Maintenance  
Content audits 
Update plans 
 
Lecture, examples 
5:00 Web metrics – Google Analytics 
 
Demonstration, discussion, group analysis of data 
6:00 Feedback devices 
Tech support and user support 
Support tiers 
 
Lecture, examples 
6:15 Revisions 
Prioritization – the “Scale of Misery” 
Frequency - # users 
Impact – how much trouble 
Persistence – is there a workaround 
Balance severity with effort to fix – what is the 
ROI? 
Small and incremental projects 
 
Lecture, group analysis 
7:00 Content review, approval and governance policies 
 
Lecture 
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TIME 
 
TOPICS ACTIVITIES 
7:15 
 
Homework Test redesigned website 
Assignments:  
1. Report of testing results – content, usability, 
heuristics, validation 
2. Maintenance plan and documentation for client 
 
 
 
Week 13 – April 14, 2011 
TIME 
 
TOPICS ACTIVITIES 
  Collect assignments. 
 
4:30 Literature review papers 
 
Informal student presentations 
6:00 Catch-up day, work day, or special interest day 
 
As needed 
7:15 
 
Homework Assignment: Prepare a presentation and report about the site 
you redesigned with your community partner and project 
team. 
 
Week 14 – April 21, 2011 
TIME 
 
TOPICS ACTIVITIES 
4:30 Student presentations 
 
Formal student presentations of website redesign projects 
 
  
178 
TIME 
 
TOPICS ACTIVITIES 
7:00 
 
Instructor evaluation Students complete instructor evaluation 
 
 
 
 179 
 
REFERENCES 
 
Accrediting Council on Education in Journalism and Mass Communications. ACEJMC 
Accredited Programs, 2009-2010. Retrieved January 31, 2010, from 
http://www2.ku.edu/~acejmc/STUDENT/PROGLIST.SHTML 
Alfonso, G., & Miguel, R. (2006). Trends in online media relations: Web-based corporate 
press rooms in leading international companies. Public Relations Review 32 (3), 
267–275.  
Arney, J. (2006). Training students in assessment: Three steps to a more effective Web 
site. Business Communication Quarterly, 69(1), 60-68. 
Ayish, M. I. (2005). Virtual public relations in the United Arab Emirates: A case study of 
20 UAE organizations’ use of the Internet. Public Relations Review, 31(3), 381-
388. 
Bailey, T. A. (2007, August). A model for teaching public relations students a continuum 
of power distribution between organizations and publics in two-way Web site 
communication tools. Paper presented to the Public Relations Division, Teaching 
Papers, at the annual conference of the Association for Education in Journalism 
and Mass Communication Washington, DC. 
Baskin, O.W. (1989). Business schools and the study of public relations. Public Relations 
Review, 15(1), 25-37.  
Boynton, L. A., & Imfeld, C. (2004). Virtual issues in traditional texts: How introductory 
public relations textbooks address Internet technology issues. Journalism & Mass 
Communication Educator, 58(4), 330-342. 
Brunner, B. R., & Boyer, L. (2008). Internet presence and historically black colleges and 
universities: Protecting their images on the World Wide Web? Public Relations 
Review, 34(1), 80-82. 
Burdman, J. (1999). Collaborative Web development: Strategies and best practices for 
Web teams. Reading, MA: Addison-Wesley. 
Callison, C. (2003). Media relations and the Internet: How Fortune 500 company Web 
sites assist journalists in news gathering. Public Relations Review, 29(1), 29-41. 
Chen, P., Chung, D. S., Crane, A., Hlavach, L., Pierce, J., & Viall, E. K. (2001). 
Pedagogy under construction: Learning to teach collaboratively. Journalism & 
Mass Communication Educator, 56(2), 25-42. 
Christ, P. (2005). Internet technologies and trends transforming public relations. Journal 
of Website Promotion, 1(4), 3-14. 
 180 
 
Coleman, R., & Colbert, J. (2001). Grounding the teaching of design in creativity. 
Journalism & Mass Communication Educator, 56(2), 4-24. 
Commission on Public Relations Education. (1999). Public relations education for the 
21st century: A port of entry. Retrieved January 9, 2010, from 
http://www.commpred.org/reports/  
Commission on Public Relations Education. (2006). The professional bond – Public 
relations education and the practice. Retrieved January 9, 2010, from 
http://www.commpred.org/reports/  
Connolly-Ahern, C., & Broadway, S. C. (2007). The importance of appearing competent: 
An analysis of corporate impression management strategies on the World Wide 
Web. Public Relations Review, 33(3), 343–345. 
Coombs, W. T. (1998). The Internet as potential equalizer: New leverage for confronting 
social irresponsibility. Public Relations Review, 24(3), 289-303. 
Council of Public Relations Firms. (2010, January 27). Where do you anticipate the most 
growth in the PR industry in 2010? The Firm Voice: Trends, Insights and Analysis 
for PR Firms. Retrieved March 6, 2010, from http://www.firmvoice.com 
Cringely, R., Gau, J., & Segaller, S. (1998) NERDS 2.0.1: A Brief History of the Internet.  
Retrieved October 12, 2007, from 
http://www.pbs.org/opb/nerds2.0.1/timeline/index.html 
Cutlip, S. M., Center, A. H., & Broom, G. M., (1994). Effective public relations. 
Englewood Cliffs, NJ: Prentice-Hall. 
Dennis, E. E., Meyer, P., Sundar, S. S., Pryor, L., Rogers, E. M., Chen, H. L., et al. 
(2003). Learning reconsidered: Education in the digital age. Journalism & Mass 
Communication Educator, 57(4), 292-317. 
Eschenfelder, K. (2004). How do government agencies review and approve text content 
for publication on their Web sites? A framework to compare Web content 
management practices. Library & Information Science Research, 26(4), 463-481.  
Esrock, S. L., & Leichty, G. B. (1999). Corporate World Wide Web pages: Serving the 
news media and other publics. Journalism & Mass Communication Quarterly 
76(3), 456-467. 
Falk, L. K., Sockel, H., & Chen, K. (2005). E-Commerce and consumer’s expectations: 
What makes a Website work. Journal of Website Promotion 1(1), 65-73. 
Friedlein, A. (2001). Web project management: Delivering successful commercial web 
sites. San Francisco: Morgan Kaufmann. 
 181 
 
Gamson, W. & Modigliani, A. (1989). Media discourse and public opinion on nuclear 
power: A constructivist approach. American Journal of Sociology, 95(1), 1-37. 
Gitter, A. G. (1981). Public relations roles: Press agent or counselor? Public Relations 
Review, 7(3), 35-41. 
Goto, K., & Cotler, E. (2005). Web redesign 2.0: Workflow that works. Berkley, CA: 
Peachpit Press 
Gower, K. K., & Cho, J. (2001). Use of the Internet in the public relations curriculum. 
Journalism & Mass Communication Educator, 56(2), 81-92. 
Gower, K. K., & Reber, B. H. (2006). Prepared for practice? Student perceptions about 
requirements and preparation for public relations practice. Public Relations 
Review, 32(2), 188-190. 
Grunig, J. E. (1989). Teaching public relations in the future. Public Relations Review, 
15(1), 12-24. 
Hill, L. N., & White, C. (1999). The World Wide Web as a communication tool: PR 
practitioner perspectives, Paper presented to the Public Relations Division, 
Association for Education in Journalism and Mass Communication annual 
convention, New Orleans. 
Hill, L. N., & White, C. (2000). Public relations practitioners’ perception of the World 
Wide Web as a communications tool. Public Relations Review 26(1), 31-51. 
Hoag, A., Brickley, D. J., & Cawley, J. M. (2001). Media management education and the 
case method. Journalism & Mass Communication Educator, 55(4), 49-59. 
Hon, L. C., Fitzpatrick, K. R., & Hall, M. R. (2004). Searching for the "ideal" graduate 
public relations curriculum. Journalism & Mass Communication Educator, 59(2), 
126-142. 
Huesca, R. (2000). Reinventing journalism curricula for the electronic environment. 
Journalism & Mass Communication Educator, 55(2), 4-15. 
Kang, S., & Norton, H. E. (2004). Nonprofit organizations' use of the World Wide Web: 
Are they sufficiently fulfilling organizational goals? Public Relations Review, 
30(3), 279-284. 
Kang, S., & Norton, H. E. (2006). Colleges and universities’ use of the World Wide Web: 
A public relations tool for the digital age. Public Relations Review, 32(4), 426-
428.  
Kelleher, T. (2007). Public relations online: Lasting concepts for changing media. 
Thousand Oaks, CA: Sage.  
 182 
 
Kenix, L. J. (2007). In search of Utopia: An analysis of non-profit web pages. 
Information, Communication & Society 10(1), 69-94. 
Kent, M. L., & Taylor, M. (1998). Building dialogic relationships through the World 
Wide Web. Public Relations Review, 24(3), 321-334. 
Kent, M. L., Taylor, M., & White, W. J. (2003). The relationship between Web site 
design and organizational responsiveness to stakeholders. Public Relations 
Review 29(1), 63-77. 
Kinnick, K. N., & Cameron, G. T. (1994). Teaching public relations management: the 
current state of the art. Public Relations Review 20(1), 69–84. 
Kovacs, P., & Rowell, D. (2001). The merging of systems analysis and design principles 
with web site development: One university’s experience. T. H. E. Journal, 28(6), 
60-65. 
Licklider, J. C. R. (1963, April 23). Topics for discussion at the forthcoming meeting. 
Memorandum for: Members and affiliates of the intergalactic computer network. 
Washington, D.C.: Advanced Research Projects Agency, via KurzweilAI.net. 
Retrieved February 28, 2010, from 
http://www.kurzweilai.net/articles/art0366.html?printable=1. 
Lynch, P. J., & Horton, S. (2008). Web style guide (3rd ed.). London: Yale University 
Press. 
Mahler, J., & Regan, P. (2007). Crafting the message: Controlling content on agency 
Web sites. Government Information Quarterly, 24(3), 505-521.  
McAllister, S. M., & Taylor, M. (2007). Community college Web sites as tools for 
fostering dialogue. Public Relations Review, 33(2), 230-232.  
McGovern, H. (2005). Not just usability testing: Remembering and applying non-
usability testing methods for learning how Web sites function. Technical 
Communication, 52(2), 175-186. 
Panici, D., & Lasky, K. (2002). Service learning’s foothold in communication 
scholarship. Journalism & Mass Communication Educator, 57(2), 113-125. 
Paul, M. J. (2001). Interactive disaster communication on the Internet: A content analysis 
of sixty-four disaster relief home pages. Journalism & Mass Communication 
Quarterly, 78(4), 739-753. 
Reber, B. H., & Kim, J. K. (2006). How activist groups use websites in media relations: 
Evaluating online press rooms. Journal of Public Relations Research 18(4), 313-
333. 
 183 
 
Royal, C. (2005). Teaching Web design in journalism and mass communications 
programs: Integration, judgment, and perspective. Journalism & Mass 
Communication Educator, 59(4), 400-414. 
Ryan, M. (1999). Practitioners and the World Wide Web: Involvement in Web sites is 
crucial. Public Relations Quarterly, 44(3), 29-31. 
Ryan, M. (2003). Public relations and the Web: Organizational problems, gender, and 
institution type. Public Relations Review, 29(3), 335-349.  
Shelford, T. J., & Remillard, G. A. (2003). Real Web project management: Case studies 
and best practices from the trenches. Boston: Addison-Wesley. 
Strauss, R., & Hogan, P. (2001). Developing effective websites: A project manager’s 
guide. Boston: Focal Press. 
Swerling, J., Gregory, J., Schuh, J., Goff, T., Gould, J., Gu, X., et al. (n.d.). Fifth Annual 
Public Relations Generally Accepted Practices (G.A.P.) Study (2007 Data). Los 
Angeles: University of Southern California, Annenberg School for 
Communication and Journalism, Strategic Communication and Public Relations 
Center. 
Taylor, M., & Kent, M. (2006). Taxonomy of mediated crisis responses. Public Relations 
Review, 33(2), 140-146. 
Taylor, M., Kent, M. & White, W. (2001). How activist organizations are using the 
Internet to build relationships. Public Relations Review 27 (3), 263-284. 
Turk, J. V. (1989). Management skills need to be taught in public relations. Public 
Relations Review, 15(1), 38-52.  
Turk, J. V., Botan, C., & Morreale, S. P. (1999). Meeting education challenges in the 
information age. Public Relations Review 25(1), 1-4. 
Turnley, M. (2005). Contextualized design: Teaching critical approaches to Web 
authoring through redesign projects. Computers & Composition, 22(2), 131-148. 
University of North Carolina at Chapel Hill, Office of Undergraduate Curricula. Faculty 
Resources for Developing EE Courses. Retrieved April 23, 2010, from 
http://www.unc.edu/depts/uc/eeresources.html. 
U.S. Department of Health and Human Services (HHS) & U.S. General Services 
Administration. (2006). Research-based Web design and usability guidelines. 
Washington, DC: U.S. Government Printing Office. 
Van Leuven, J. (1999). Four new course competencies for majors, Public Relations 
Review 25(1), 77–85. 
 184 
 
Voakes, P. S., Beam, R. A., & Ogan, C. (2003). The Impact of technological change on 
journalism education: A survey of faculty and administrators. Journalism & Mass 
Communication Educator, 57(4), 318-334. 
Wakefield, G., & Cottone, L. P. (1987). Knowledge and skills required by public 
relations employers. Public Relations Review, 13(3), 24-32. 
White, C., & Raman, N. (1999). The World Wide Web as a public relations medium: The 
use of research, planning, and evaluation in Web site development. Public 
Relations Review 25 (4), 405-419. 
Wilcox, D. L. (2009). Public relations writing and media techniques (6th ed.). Boston: 
Pearson Education. 
Zoch, L. M., Collins, E. L., Sisco, H. F., & Supa, D. H. (2008) Empowering the activist: 
Using framing devices on activist organizations’ Web sites. Public Relations 
Review 34 (4), 351-358. 
 
